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TV  prices  continue  to  rise,  yet  ratings  are  down,  and  clutter  is  out  of  control.  By  advertising  your  brand  with  the  Newspaper  National  Network, 
you  get  the  full  attention  of  America’s  affluent,  educated,  upscale  consumers.  As  a  partnership  of  the  nation's  largest  newspapers,  NNN  is  dedicated  to 


strengthening  brands  nationally,  working  to  streamline  costs,  reduce  paperwork,  traffic  creative,  and  report  positioning.  Plus,  we  provide  customized 
media  solutions — all  for  a  zero  fee.  Get  the  power  of  network.  Go  national  in  newspapers  with  NNN. 


New  York  (212)  856-6300  Chkago  (312)  644-U42  Detroit  (248)  680-4675 
Our  shareholders  are: 


Los  Angeles  (310)  659-7856  San  Francisco  (415)  492-4522 


www.nnnlp.com 
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REMED  TO  DEFENDING  HIMSELF 

IN  MY  OPINION,  Robert  Novak 
should  resign  as  a  columnist 
(“Editors  defend  policy  on  running 
Op-Ed  columns,”  Nov.  6,  p.3). 

He  has  considerable  power  in  his 
position  as  a  high-profile  journalist, 
and  I  feel  that  revealing  the  identity  of 
a  CIA  agent  without  it  being  clearly  in 
the  public  interest  is  an  egregious  abuse 
of  that  power.  Just  as  it  is  for  others, 
reporters  need  to  have  consequences  for 
their  actions  —  otherwise  they  are  free  to 
operate  in  an  ideologically  driven  fashion, 
with  no  regard  to  the  harm  that  it  has 
caused  individuals  and  the  public. 

MIKE  ADAMS 
Davis,  Calif. 

DDN'TGD  ADM  THE  FAMILY 

1  THINK  IT’S  TIME  ROBERT  NoVAK  IS 
kicked  out  of  the  journalism  family. 
So  far,  it  seems  like  only  Carl  Bern¬ 
stein  in  E^P  (Analysis,  Oct.  6,  p.l8), 
and  three  well-respected  college  journal¬ 
ism  professors  dared  to  criticize  Novak. 
Never  mind  the  search  for  his  “source.” 
Novak  would  prefer  that  be  the  focus  of 
all  the  public  debate,  because  it  clouds 
the  discussion  of  whether  his  identifica¬ 
tion  of  Valerie  Flame  is  an  act  of  treason. 
A  reporter’s  right  to  protect  a  source  is 
a  subordinate  matter  that  obfuscates 
the  more  important  issue  of  violating 
journalistic  integritv'  and  responsibilitv' 
when  one  becomes  an  agent,  if  not  a 
pawn,  of  a  mean-spirited  and  vindictive 
retaliation  scheme. 

Even  a  rookie  “One-Man  Band”  in 
Jonesboro,  Ark.  understands  why  you 


don’t  reveal  the  identity  of  a  member  of  a 
police  bomb  squad.  There  is  no  excuse  for 
Novak’s  irresponsible  rush  to  publish.  The 
editors  who  allowed  this  to  get  into  print 
are  equally  guilty  —  and  should  at  least 
face  the  same  penalty  as  the  news  bosses 
at  The  New  York  Times  who  failed  to 
supervise  Jayson  Blair. 

JON  DUFFEY 

TELEVISION  NEWS  AP/WRITER 
Odessa,  Fla. 

DDDM! GLAM! THANK YDD,  PAM 

Thanks  to  Pam  Constable  of 
The  Washington  Post  for  her 
dangerous  and  difficult  coverage 
(Sept.  29,  p.4).  The  media’s  lack  of  inter¬ 
est  in  Afghanistan  is  hard  to  understand. 
We  have  appro.ximately  9,000  soldiers 
there.  Lives  of  Americans  as  well  as 
Afghans  have  been  lost  and  are  still 
being  lost,  yet  you  might  see  it  in  small 
print  at  the  bottom  of  your  television 
screen  —  occasionally.  Afghan  President 
Karzai  has  been  treated  with  such  disre¬ 
spect  by  the  U.S.  There  are  those  of  us 
out  there  w'ho  do  care  very  much  about 
Afghanistan.  Thank  you  Ms.  Constable! 

CAROL  LANE  WHITE 
Gray,  Maine 

Clarification 

The  Oct.  6 story  “  ‘Hoy’ Makes  ‘La  Roza’ 
Move’’(p.  5)  may  have  suggested  that 
the  Sunday  total  market  coverage  (TMC) 
product  Tribune  Co.  intends  to  launch  for 
the  Chicago  edition  q/’Hoy  will  hai'e  the 
.same  25-cent  cover  price  as  the  Monday- 
through-Friday  editions  ofSpanish-lan- 
guage  paper.  Like  all  TMCs,  the  Hoy 
Sunday  product  will  be  free  of  charge. 
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I  THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com  . . . 
California  newspaper  editorials  took  a  measured 
approach  to  Arnold  Schwarzenegger’s  election 
as  governor  (“Headlines.”  Oct.  8).  Plus:  How  are 
copy  desks  dealing  with  that  14-letter  last  name? 
(“Headlines.”  Oct.  9). ...  Abitibi  has  backed  off 
!  its  August  newsprint  price  hike  of  $50  per  metric 
I  ton  (“Headlines.”  Oct.  9). ...  The  Association  of 
I  Opinion  Page  Editors  named  their  choices  for  top 
I  Op-Ed  work  (“Headlines.”  Oct.  8). . . .  The  newly 
redesigned  boston.com  has  a  “sexy  nugget”  and 
open-source  content  management  system.  Read 
“5  Questions  For  Lisa  DeSisto”  (“Features  & 

I  Columns”). ...  And.  as  always,  a  new  Photo  of 
the  Week.  E&P  Online  Poll,  and  latest  classifieds. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


OCTOBER  10,  1953: 

A  dramatic  photo  of  the  New  York 
Yankees’  Billy  Martin  crashing 
into  Brooklyn  Dodgers  Catcher 
Roy  Campanella  was  deemed  best 
action  shot  of  the  World  Series  by 


photo  editors  at  the  Associated 
Press.  International  News  Photos 
and  United  Press  Newspictures. 

Joseph  A.  Brandt,  chairman  of  the 
graduate  department  of  journal¬ 


ism  at  the  University  of  California. 
Los  Angeles,  said  journalism  was 
being  undersold  to  young  people 
as  a  profession:  “Doctors  and 
lawyers  don’t  step  out  of  college 
into  fancy  salaries,  either.” 
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The  NNN  and  the 
beginning:  Klein 
says  TV  can  cost 
a  “fortune” 


PUTNItKtitlS 

ITS  NEW  DEAN 

Janet  Weaver, 
executive  editor 
of  the  Sarasota 
(Fla.)  Herald-Tribune, 
will  become  dean 
of  faculty  at  the 
Poynter  Institute  in 
St.  Petersburg.  Fla., 
the  newspaper 
reported  Friday. 

Weaver  told 
staffers  she  would 
never  have  left 
the  newsroom  for 
another  paper,  but 
said  the  offer  from 
Poynter  was  an 
opportunity  “to  affect 
the  entire  news 
industry  that  she 
could  not  turn  down." 
Publisher  Diane 
McFarlin,  who  hired 
Weaver,  immediately 
began  a  search  for  a 
replacement.  Weaver 
will  assume  her  new 
duties  in  one  month. 
—  JOE  STRUPP 

BIETHEN  CRIES 
FOUL,  APPEALS 

Seattle  Times 
Co.  CEO  Frank 
Blethen  last  week 
appealed  the  court 
decision  that  stopped 
the  clock  on  a 


looks  good  on  papeis 


TV  or  not  TV?  A  million-dollar 
pro-newspaper  message  tells 
advertisers:  ‘You  can  print  that’ 


BY  LUCIA  MOSES 

Anew,  $1-miluon  ad  campaign  from  the 
Newspaper  National  Network  LP  —  the 
most  extensive  and  expensive  in  its  history 
—  was  set  to  break  today  in  trade  magazines  and 
online,  and  later  in  newspapers. 

One  of  the  ads  reads,  “Your  national  TV  ad 
campaign  makes  sense...  on  paper.”  Another  boasts, 
“Nobody  wakes  up  and  says,  ‘I  gotta  have  some 
coffee  and  a  magazine.™ 

The  changed  media  landscape  calls  for  a  new 
positioning  for  the  newspaper  company-owned 
NNN,  said  Jason  E.  Klein,  its  president  and  CEO.  As 
a  brand-building  medium,  newspapers  still  take 
a  back  seat  to  TV  and  magazines,  but  for 
cost-effective  reach,  newspapers  beat 
other  media.  “There  are  still 
many  major  advertisers 
that  don’t  understand 
how  you  can  effectively 
use  newspapers”  in  a 
national  ad  campaign, 
he  said.  “TV’s  gotten  so 
fragmented,  it’s  difficult  to 
get  reach  without  spending 
a  fortune.” 

Klein  called  the  ad  cam¬ 
paign  unlike  past  marketing 
efforts  in  the  organization’s 
nine-year  history.  “The 
whole  concept  of  the  NNN  _ 


has  not  been  well  understood,”  said  Klein,  a  maga¬ 
zine  industry  veteran.  “We’re  no  longer  focu.sed 
on  the  benefits  of  the  NNN  as  a  one-stop  shop,  we’re 
focused  much  more  on  newspapers  and  the  NNN 
as  a  bigger  piece  of  the  media  mix.” 

The  NNN  hopes  to  capitalize  on  what  has  been 
the  lone  bright  spot  in  an  otherwise  anemic  newspa¬ 
per  ad-spending  environment,  along  with  fast-ri.sing 
upfront  TV  rates.  National  newspaper  advertising 
grew  8.4%  to  $3.8  billion  in  the  first  half  of  the  year 
while  total  industry  ad  spending  grew'  1.7%  to  $20.9 
billion,  according  to  the  Newspaper  Association 
of  America. 

The  ad  campaign,  created  by  Della  Femina  Roth¬ 
schild  Jeary  and  Partners,  will  run  through  the  end 
of  the  year.  It  coincides  with  the  NNN’s  plans  to 
expand  its  target  ad  categories  from  four  to  15. 

Ad  buyers  applauded  the  NNN’s  effort  to  compete 
more  directly  with  other  media,  but  warned  of 
obstacles.  “They  need  to  prove  effective  and  efficient 
CPMs  to  compete  against  local  media,”  said  Steve 
Greenberger,  senior  vice  pres¬ 
ident/director  of  print  media 
for  Zenithmedia.  Klein  said 
the  NNN  will  measure  the 
campaign’s  success  against  ad 
decision  makers’  perceptions 
of  newspapers  over  time,  and 
against  nation¬ 
al  newspaper 
ad  spending 
targets.  11 
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Two  top  orgs  will  make  history  in  April, 
meeting  at  same  place  and  time 


BY  JOE  STRUPP 

For  the  first 
time,  the  News¬ 
paper  Association 
of  America  (NAA)  and 
the  American  Society 
of  Newspaper  Editors 
(ASNE)  have  scheduled 
their  annual  conventions 
for  the  same  week  in 
the  same  city,  in  a  bid  to 
address  some  of  the  in- 
dustiy  ’s  major  problems. 

ASNE  Executive 
Director  Scott  Bosley 
said  for  five  years  the 
two  groups  had  dis¬ 
cussed  holding  their 
events  simultaneously, 
and  decided  that  this 
was  the  time.  ASNE’s 
conference  will  take 


place  April  20  to  April 
23  at  the  J.W.  Marriott 
Hotel  in  Washington, 
D.C.,  while  NAA’s  annu¬ 
al  event  is  set  for  April  21 
to  April  23  in  the  nearby 
Omni  Shoreham  Hotel. 

The  planning  commit¬ 
tees  from  each  group 
will  meet  during  the  ne.xt 
few  weeks  to  discuss  de¬ 
tails.  Bosley  expects  this 
to  lead  to  several  com¬ 
bined  sessions  and  some 
common  guest  speakers, 
with  President  Bush  as 
a  joint  invitee.  Attendees 
will  likely  be  allowed  to 


visit  any  of  the  sessions 
of  both  conventions. 

“It  is  an  opportunity 
to  have  editors  and  pub¬ 
lishers  in  the  same  room 
discussing  issues  we 
have  in  common,”  said 
Peter  Bhatia,  ASNE 
president  and  editor  of 
The  Oregpnian  in  Port¬ 
land.  “There  are  some 
huge  issues  we  need 
to  talk  about.”  Boslev’ 
expects  the  sessions 
to  focus  heavily  on  credi¬ 
bility-,  ethics,  fiwdom 
of  information  needs, 
and  readership. 


The  move  comes  at 
a  time  when  both  con¬ 
ventions  have  seen  their 
attendance  dip  in  recent 
years,  due  primarily  to 
economic  cutbacks  at 
newspapers.  ASNE, 
which  has  about  800 
members,  used  to  draw 
at  least  700  to  the  yearly 
convention,  but  has 
averaged  about  550  for 
the  past  two  years.  NAA, 
with  a  membership  of 
2000,  had  seen  a  drop 
in  attendance  from  1,234 
in  2000  to  934  in  2001 
and  735  in  2002,  but 
with  an  upswing  at  its 
last  convention  in  2003 
(in  New  Orleans)  that 
drew  902.  Ill 


Gannett  aims  for  the  Youth  vote 


BY  LUCIA  MOSES 

Even  as  it  launches  a 
program  to  make  its  99 
local  U.S.  dailies  more 
relevant  to  readers,  Gannett  Co. 
Inc.  continues  rolling  out  new 
papers  aimed  at  young  people 
who  it  acknowledges  may  have 
no  use  for  a  daily  paper. 

Gannett’s  corporate  Web  site 
is  advertising  openings  to  staff 
“soon-to-be  launched  weekly” 
pubs  in  Indianapolis,  where  its 
INtake  is  set  to  appear  on  Dec. 

11;  Cincinnati;  Louisville,  Ky.; 
and  Palm  Springs,  Calif. 

Monitoring  this  closely  are 
publishers  of  alternative  weeklies 
in  Gannett  markets,  who  started 
a  listserv  on  the  Association  of 
Alternative  Newsweeklies  (AAN) 
Web  site  to  trade  information 
about  the  two  such  weeklies 
Gannett  already  publishes  and 
their  future  brethren.  While  the 
existing  papers  may  lack  the 


“edge”  of  alt-weeklies,  their 
advertising/di.stribution  clout 
has  put  pressure  on  alt-weekly 
publishers  in  those  markets. 

AAN  Executive  Director 
Richard  Karpel  said  despite 
Gannett’s  size,  he’s  less  con¬ 
cerned  about  its  new  pubs 
than  with  “competition  from 
below  —  hungry  and  ambitious 
30-year-olds  who  have  a  vision 
for  a  new  kind  of  newspaper 
and  a  passion  to  make  it  real.” 

John  Fox,  editor  and  co¬ 
publisher  of  AAN  member 
Cincinnati  CityBeat,  said 
Gannett’s  upcoming  weekly 
there  won’t  affect  his  plans. 
“We’ve  been  around  for  nine 
years,”  he  said.  “We  have  num¬ 
bers,  we  have  relationships. 

I  think  we’re  going  to  be  fine.” 

Non-daily  publications  Gan¬ 
nett  has  launched  over  the  past 
year,  including  two  youth-aimed 
weeklies,  have  been  generating 


an  annual  revenue  run-rate  of 
$250  million,  and  are  expected 
to  achieve  profit  margins  of 
roughly  25%,  Newspaper  Divi¬ 
sion  President  Gary  Watson  told 
financial  analysts  in  June.  At 
that  time,  the  company  had 
started  220  new  U.S.  publica¬ 
tions,  weekly  newspiaper  sec¬ 
tions,  and  ancillary  products 
such  as  direct  mail  over  the 
previous  12  months,  adopting 
the  model  of  its  UK  group 
Newsquest,  which  has  400  non¬ 
daily  products  to  its  17  dailies.  II 


process  to  end  the 
20-year-old  joint 
operating  agreement 
between  his  Seattle 
Times  and  Hearst 
Corp.’s  Seattle  Post- 
Intelligencer.  "We 
have  no  choice  but  to 
appeal,  because  the 
ruling  threatens  the 
economic  health  of 
our  newspaper,”  he 
said.  Hearst  spokes¬ 
man  Paul  Luthringer 
responded  with  a 
statement  that  the 
Sept.  25  ruling  was 
correct  and  would  be 
upheld  on  appeal. 

—  MARK  FITZGERALD 

NEWWAVE  OF 
FREE  DAILIES 

Belo  last  week 
became  the 
latest  daily  newspa¬ 
per  company  to  jump 
on  the  free-daily 
bandwagon.  Its  River¬ 
side,  Calif.,  Press- 
Enterprise  started  a 
Monday-Saturday  tab 
called  the  d,  targeting 
the  area  served  by 
Gannett  Co.  Inc.’s 
Desert  Sun.  It  is 
designed  to  build 
instant  advertiser 
reach,  and  by  insert¬ 
ing  it  in  home-deliv¬ 
ered  and  single 
copies  of  the  P-E, 
executives  hope  it 
also  will  build  interest 
in  the  paid  daily. 

Also  out  last  week 
was  a  weekly  Span- 
ish-language  version 
of  tried. 

On  the  East  Coast, 
the  Tribune  Co.- 
backed  amNewYork, 
a  five-day  commuter 
tab  aimed  at  young 
readers,  hit  NYC 
streets  Friday  with 
a  32-page  edition. 

—  LUCIA  MOSES 
r~l  L.> 
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INDIANA 

Pamela  B.  Fine 

Pamela  B.  Fine  has  been  appointed 
managing  editor  for  The  Indianapolis 
Star.  Previously,  she  was  managing 
editor  and  vice  president  of  the  Star 
Tribune  in  Minneapolis,  where  she  first 
arrived  in  1994  and  was  instrumental 
in  the  newspaper’s  redesign.  Before  that. 
Fine,  46,  served  as  assistant  managing 
editor  for  The  Atlanta  Journal-Constitution,  where  she  started 
as  a  reporter  in  1982.  Fine  became  the  Journal-Constitutions 
night  city  editor  in  1984,  and  later  worked  as  the  paper’s  deputy 
city  editor,  political  editor,  city  editor,  and  metro  editor. 


MAINE 

Robert 
Bidder 

has  been  named 
president  and 
general  manager 
of  Portland  Newspapers,  a 
division  of  Blethen  Maine 
Newspapers  Inc.  Bickler  served 
as  publisher  of  the  Yakima 
Herald-Republic,  Wash. 


publisher  of  the  Idaho  State  Journal. 
Kunerth  w'as  publisher  of  the  Daily 
Record  in  Ellensburg,  Wash. 

1  1. 1. 1  N  O  1  S 

Bertha  Parsons  to  general  manager  of 
The  Chronicle  in  Hoopeston.  She  joined 
the  newspaper  in  2000  and  has  w'orked 
as  an  advertising  and  sales  representative. 

Mike  Voss  to  chief  photographer  at  The 
Daily  Journal  in  Kankakee.  Voss  was 
photo  editor  for  Libertj’  Suburban  Chica¬ 
go  newspapers  in  Dowmer’s  Grove,  Ill. 


ALABAMA 

Curtis  Coghlan  to  the  new  position  of  metro 
editor  at  The  Huntsville  Times.  Coghlan 
began  work  as  the  Times'  first  metro 
editor  after  serving  as  executive  editor 
of  The  Advertiser  in  Lafayette,  La. 

C  A  L  1  F  O  R  N  I  A 
Gordon  Prouty  to  advertising  vice  presi¬ 
dent,  and  Jim  Blinn  to  retail  advertising 
director  at  the  San  Francisco  Chronicle. 

Kris  Eldred  to  executive  news  editor  of  The 
Fresno  Bee.  Eldred  joined  the  Bee  in  1992 

CALIFORNIA 

Randy 
Rickman 

to  president  and 
publisher  of  The 
Hanford  Sen¬ 
tinel,  from  general  manager  of 
Nickel  Publications  in  Seattle. 


and  has  served  as  news  editor  of  the 
Fresno  daily  since  July  1997- 

C  O  L  O  R  A  1)  () 

Gregory  M.  Anderson  has  been  named 
publisher  of  the  Boulder  Daily  Camera 
and  Broomfield  Enterprise  newspapers. 

C  O  N  N  K  C  I  I  C  U  I 
Joshua  Fisher  has  been  named  editor 
of  The  Lexcisboro  Ledger  of  Ridgefield. 
Previously,  he  worked  for  the  Redding 
Pilot  as  an  education  and  police  reporter. 

F  LORI  1)  A 

Clifton  Addison,  manager  of  finance  mar¬ 
keting  and  billing  for  the  Miami  Herald 
Publishing  Co.,  has  been  named  chief 
financial  officer  and  treasurer  of  the 
Tallahassee  (Fla.)  Democrat. 

I  I)  A  H  O 

Stephanie  Pressly  has  been  named  publish¬ 
er  of  the  Idaho  Press-Tribune  in  Nampa. 
Pressly  was  the  publisher  of  the  Idaho 
State  Journal  in  Pocatello. 

Bill  Kunerth  succeeds  Stephanie  Pressly  as 


I  N  I)  I  A  N  A 

Bryan  C.  Canto  to  advertising  director  for 
the  Chronicle-Tribune  in  Marion.  Previ¬ 
ously,  he  was  retail  advertising  manager 
for  the  Daily  Record  in  Morristown,  N.J. 

.M  ASS  AC  11  F  S  FITS 
Anton  Kaufer  has  been  named  advertising 
sales  manager  at  The  Berkshire  Eagle  in 
Pittsfield.  He  started  at  the  newspaper  in 
2001  as  an  advertising  sales  consultant. 

N  F  B  R  A  S  K  A 

Peter  Rogers  has  been  named  publisher 
of  The  North  Platte  Telegraph.  Rogers 
previously  serv  ed  as  publisher  of  the 
Orange  Leader  in  Orange,  Texas. 

N  F  W  J  F  R  S  F  \ 

Matt  Griffith  has  joined  The  Press  of  At¬ 
lantic  City  as  its  retail  advertising  manag¬ 
er;  he  was  the  retail  advertising  manager 
and  account  manager  for  The  Trentonian. 

NOR  T  H  C  A  R  <)  L  1  N  A 
Phil  Fernandez  is  the  new  managing  editor 
for  The  Asheville  Citizen-Times.  Most 
recently  he  was  an  editor  with  The 
Atlanta  Journal-Constitution . 
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Candidates  are  ignoring  it,  so  newspapers  must  make 
open  government  a  presidential  campaign  issue 


U.S.  Sen.  Bob  Graham  folded 
his  campaign  for  the  Democ¬ 
ratic  presidential  nomination 
last  week,  ending  his  candida¬ 
cy  before  most  Americans  even  knew  he 
was  running.  Graham  was  gone  so  fast 
that  Leno  and  Letterman  never  got 
around  to  making  TV  sport  of  his  odd 
habit  of  keeping  a  daily  diar\’  so  meticu¬ 
lous  that  he  records  the  exact  times  he 
starts  and  stops  watching  a  video,  and 
how  long  the  tape  takes  to  rewind. 

Still,  we  cannot  help  but  regret 
Graham’s  departure  from 
the  crowded  field  of  presi¬ 
dential  wannabes,  because 
he  was  the  only  one  with  an 
unassailable  record  in  favor 
of  open  government.  As 
governor,  Graham  adhered 
so  strictly  to  the  letter  and 
the  spirit  of  Florida’s  Sun- 
shine-in-Govemment  Act 
that  he  even  made  his  goofy 
diaries  available  for  public  inspection. 

The  present  administration  is  the  most 
secretive  in  recent  historv’,  yet  day  after 
day  on  the  campaign  trail  this  trait  goes 
unchallenged  by  those  who  aspire  to 
replace  President  Bush. 

Retired  Army  Gen.  Wesley  Clark  made 
a  promising  start  when  he  declared  in  a 
Sept.  3  Chicago  Tribune  interview  that 
“good  government  requires  transparency.” 
If  he’s  mentioned  the  issue  since  formally 
announcing  his  candidaev',  we’ve  missed  it. 
And  besides,  his  own  record  on  openness 
is  hardly  inspiring:  As  Thomas  H.  Lip¬ 
scomb  pointed  out  in  a  recent  Chicago 
Sun-Times  op-ed  piece,  when  Clark  was 
NATO  commander  during  the  Kosovo 


war,  his  “headquarters  became  an  echo  of 
the  ‘five  o’clock  follies’  of  press  misinfor¬ 
mation  at  Army  headquarters  in  Saigon 
two  decades  earlier.” 

Ironically,  the  other  candidate  who  is 
supposed  to  be  a  darling  of  the  news  me¬ 
dia,  former  Vermont  Gov.  Howard  Dean, 
also  suppresses  public  information.  “Dean 
behaves  like  Vice  President  Dick  Cheney 
when  it  comes  to  sharing  the  goings-on 
in  his  office,”  Allan  Wolper  and  Joanna 
Wolper  noted  in  these  pages  back  in  April. 
Vermont  newspapers  had  to  sue  Dean  just 
to  get  his  daily  schedule 
as  governor. 

And  just  as  Bush  hid 
his  Texas  governorship 
records  in  his  father’s 
presidential  libraiy,  Dean 
sealed  his  papers  for  10 
years  when  he  left  office, 
rather  than  the  six  years 
that  was  enough  for  his 
predecessors. 

Voters  deserve  better  than  a  rerun  of 
2000,  w'hen  both  Bush  and  Democrat 
Al  Gore  attached  so  little  importance  to 
open  government  and  right-to-know 
issues  that  neither  bothered  to  disclose 
their  positions  to  the  American  Society 
of  Newspaper  Editors. 

New  spapers  are  at  the  pwint  in  the 
campaign  coverage  cycle  when  they  are 
renewing  their  quadrennial  vow  to  cover 
issues  more  than  the  horse  race.  This 
time  around,  editors  should  insist  that 
all  Democratic  challengers  —  and  Bush 
himself  —  address  themselves  plainly  to 
this  most  fundamental  issue;  Do  they 
propose  to  govern  in  the  shadows,  or  in 
the  sunshine  of  citizen  scrutiny? 


Even  supposed 
media  darling 
Howard  Dean 
has  often  sup¬ 
pressed  public 
information. 
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Readers  at  Newsday  and  250  other  newspapers  get 
the  point  when  Walt  Handelsman  draws  a  cartoon. 
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GRIN  and 

BEAR  IT 

A  day  in  the  life  of‘Newsday’ 

prize  winner  Walt  Handelsman 

BY  DAVE  ASTOR 

LEASE  DO  NOT  FEED  THE  EDITORIAL  CARTOONIST,”  READS  A 

I  ■  sign  on  the  door  of  Walt  Handelsman’s  office  at  Newsday 
in  Melville,  N.Y.  That  warning,  jokingly  placed  by  a  colleague, 

I  speaks  to  the  perception  that  his  profession  is  populated 

by  people  wilder  than  the  average  bear.  There’s  some 
truth  to  that,  but  only  so  much.  Editorial  cartoonists  are  those  rare 
animals  who  use  scathing  satire  or  goofy  gags  to  rattle  the  inked  borders  of 
their  opinion-page  habitats,  but  they’re  also  serious  journalists  —  as  a  day  in 
the  work  life  of  Handelsman  shows. 

It’s  Sept.  24,  and  Handelsman  starts  the  day  reading  his  home  newspaper 
before  leaving  the  house.  He’s  not  required  to  coordinate  his  cartoon  ideas  with  ' 

Newsday  s  stories  or  editorials,  but  there’s  plenty  of  serendipitous  synergy  on 
this  day  after  President  Bush’s  United  Nations  speech.  The  front-page  headline, 

PHOTOS  BY  KEN  S P E N C E R / N E W S D A Y 
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NOT  THE  TOP  CANDIDATE:  This  cartoon  about  a 

possible  move  to  Florida  didn’t  move  into  Newsday. 


ANOTHER  RUNNER-UP:  But  the  ponytail  on  the 

placard-possessing  protestor  was  appreciated. 
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THE  WINNER!  Handeisman  liked  this  idea 
best,  but  the  concept  still  needed  some  work. 


the  lead  editorial,  and  Handeisman ’s 
cartoon  all  note  that  Bush  did  not  bring 
a  humble  attitude  to  the  United  Nations, 
even  as  the  situation  in  Iraq  deteriorates. 

Handeisman  —  a  1997  Pulitzer  Prize 
winner  syndicated  to  250  newspapers  via 
Tribune  Media  Services  —  boards  his  gold- 
colored  Jeep  Grand  Cherokee  for  the 
drive  to  work  through  Long  Island’s 
lush  suburban  landscape.  Today  he’s 
talking  to  E&P,  but  he  usually  spends 
this  4  l/2-mile  commute  listening  to 
National  Public  Radio.  The  artist  is 
impressed  with  the  amount  of  in-depth 
information  NPR  offers.  “But  it’s  almost 
too  much,”  he  laments.  “They  make  both 
sides  sound  so  plausible”  —  an  approach 
hardly  conducive  to  a  pointed  cartoon. 
Handeisman  adds  that  some  NPR 
material  is  too  esoteric  for  the  average 
American.  “I  always  want  my  cartoons 
to  be  about  something  people  are 
discussing  at  the  dinner  table,”  he  says. 

One  “something”  Handeisman  is 
considering  as  a  cartoon  subject  today 
is  the  California  recall  election,  which 
had  just  been  reinstated  for  Oct.  7. 

But  it’s  only  9:15  a.m.  Another  cartoon 
idea  could  always  pop  up  during  the 
next  few  hours  of  attending  an  editorial 
board  meeting,  glancing  at  various 
other  New  York  and  national  dailies, 
watching  cable  news  on  his  office 
TV,  and  checking  the  Web  for  any 
breaking  stories. 

“The  speed  of  the  news  cycle  has 
changed  so  much  since  I  became  a 
cartoonist  more  than  20  years  ago,”  he 
says.  “There  was  no  Internet,  and  there 
was  no  cable.  You  were  able  to  chill  out 
and  work  on  one  topic.”  But  Handeisman, 
46,  likes  the  fact  that  he  no  longer  has  to 
rummage  through  newspaper  morgues  to 
study  pictures  of  the  people  and  things  he 
needs  to  draw.  And  that’s  only  one  of  the 
benefits  of  the  digital  age. 


A  long  island  of  awards 

Handeisman  opens  the  door  to  his  office 
in  the  “Viewpoints”  section  of  the  massive 
Newsday  building.  It’s  much  quieter  here 
than  in  the  newsroom-adjacent  office 
Handeisman  had  at  The  Times-Pkayune 
of  New  Orleans  from  1989  to  2001. 


It’s  a  mixed-media  moment  as  the  newspaper  cartoonist 
pencils  in  a  television  set  atop  the  glow  of  a  light  table. 

Immediately  visible  are  Handeisman ’s 
many  honors  —  including  National  Head¬ 
liner  Award  plaques  and  a  bust  of  Robert  ; 
F.  Kennedy  he  received  for  winning  a  1996 
RFK  Journalism  Award.  There’s  also  a  life- 
sized  cardboard  cutout  of  President  Bush, 
a  three-dimensional  Bill  Clinton  face,  ; 

framed  cartoons  from  peers  at  other  news-  t 
papers,  a  gigantic  “No.  2000”  pencil  Han-  1 
delsman  marched  with  in  a  New  Orleans 


parade,  and  various  other  knickknacks 
such  as  action  figures  of  Baltimore  Orioles 
players  —  signifying  Handelsman’s  roots  in 
the  Baltimore  suburb  of  Owngs  Mills,  Md. 
And  there’s  a  pile  of  papers  filled  with 
sketches,  doodles,  and  catch  phrases.  “It’s 
my  security-blanket  area,”  says  Handeis¬ 
man,  a  place  filled  with  “microbacteria 
that  might  lead  to  a  germ  of  an  idea”  on 
rare  days  when  inspiration  runs  diy. 

Then  it’s  time  for  the  10  a.m. 
editorial  board  meeting,  which  is 
attended  by  five  people  in  the  flesh  and 
three  others  via  speaker  phone.  Among 
the  topics  the  paper  decides  on  for 
next-day  editorials:  How  the  Social 
Security  system  and  America’s  economy 
might  be  helped  by  the  trend  of  more 
people  postponing  retirement.  The 
California  recall  situation  doesn’t  make 
the  cut,  but  that’s  OK  with  Handeis¬ 
man.  “I’ll  be  the  one  doing  that  topic,” 
he  says  immediately  after  the  meeting. 
“It  gives  me  the  opportunity  to  add  that 
dynamic  to  the  page.” 

Another  twist  Handeisman  adds  to 
the  editorial  page  is  providing  cartoons 
that  are  occasionally  more  conservative 
than  the  Newsday  stance.  Handeisman 
leans  liberal,  but  believes  “there’s  plentv' 
to  bash  on  both  sides.”  And  Handeis¬ 
man  creates  his  own  intra-cartoon 
dynamic  by  periodically  doing  a  silly 
j  rather  than  hard-hitting  drawing. 
“Readers  like  that  mix,”  he  says. 


Recoiling  at  the  recall 

It’s  after  11  a.m.,  and  Handeisman  is 
about  to  do  .some  .serious  sketching.  But 
first  he  checks  his  e-mail.  One  message  is 
from  an  aspiring  cartoonist  seeking  advice. 
Handeisman  had  already  replied  to  this 
artist  —  suggesting  he  call  him  at  Newsday 
to  chat  —  but  the  e-mail  had  bounced 
back.  Now  Handeisman  feels  bad  that  the 
person  might  think  he’s  being  ignored. 
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Then  Handelsman  checks  out  CNN.com, 
and  sees  a  story  about  MSN  wanting  to 
close  down  its  chat  rooms  because  of  the 
sexual  predators  lurking  in  them.  A  possi¬ 
ble  future  cartoon  topic,  he  ponders,  but 
for  today  he  decides  to  stick  with  the 
California  recall. 

The  Newsdai/  staffer  has  three  recall- 
related  ideas.  He  isn’t  totally  thrilled  with 
any  of  them  —  Handelsman  says  about 
25%  of  the  300  or  so  cartoons  he  does  a 
year  are  on  his  A-list  —  but  there’s  defi¬ 
nitely  a  hierarchy  amongst  today’s  trio. 

The  one  he  likes  least  shows  a  man 
holding  a  newspaper  with  the  headline, 
“California  Election  Back  On.”  The  man 
eyes  a  ponytailed  protestor  carrying  a  sign 
sa\ing,  “Recall  the  Recall  of  the  Recalled 
Recall!” 

Handelsman  is  somewhat  happier  with 
a  cartoon  picturing  a  different-looking 
protestor  holding  the  same  placard.  A 
woman  seeing  the  sign  tells  her  husband, 
■“fhat  does  it!  We’re  moving  back  to 
Florida!”  —  ground  zero  of  the  2000 
presidential  election  debacle.  Handelsman 
does  wonder  if  the  word  “back”  should  be 
removed.  “I  can  spend  hours  fixrling 
around  with  two  w'ords,”  he  sax's. 

"Wording  is  key,  and  I  tr\’  to  make  it  as 
concise  as  possible.”  Handelsman  opts  to 
delete  “back.” 

He  is  happiest  with  a  cartoon  showing  a 
woman  saxing,  “Did  they  just  recall  the 
recall  or  recall  the  recalled  recall?”  Her 
'fV-watching  husband  replies,  “I  don’t 
recall.” 

But  Handelsman  feels  the  art  needs 
some  work  before  he  shows  it  and  the 
other  two  ideas  to  Deputy  Editorial  Page 
Editor  Carol  Richards.  “Carol  is  veiy 
xisual,”  says  the  cartoonist. 

Handelsman  draws  the  xvife  standing 
next  to  an  armchair  rather  than  sitting 
with  her  husband  on  a  sofa,  puts  in  details 
such  as  a  TV  remote,  sketches  a  kitchen 


doorway  in  the  background  to  give  the 
cartoon  more  xisual  depth,  and  adds  a 
dazed-looking  canine. 

“Now  that  I  have  a  dog  at  home.  I’m 
adding  more  dogs  to  cartoons,”  says 
Handelsman  with  a  smile,  referring  to  his 
nine-month-old  chocolate  lab.  He  pencils 
in  the  changes  on  a  flat  light  table  on  his 
desk.  “I  used  a  draxving  board  for  years, 
but  everything  1  put  on  it  would  slide  off,” 
he  explains. 

In  the  midst  of  all  this,  Handelsman  re¬ 
ceives  a  phone  call  asking  if  he’d  be  xvilling 
to  make  a  speech  to  a  Long  Island  group  of 
accountants.  Handelsman  —  whose  txpical 
presentation  includes  remarks,  a  cartoon 
slide  show,  sketching,  and  more  —  xvill 
make  appearances  gratvi  for  certain 
audiences,  but  feels  the  $300  fee  offered  in 
this  case  isn’t  enough  from  a  professional 
organization. 

Dogs  and  ponytails 

Handelsman  is  just  about  ready  to  go 
into  Richards’  office,  but  first  asks  “View¬ 
points”  News  Editor  Alleen  Barber  to  take 
a  look  at  the  three  cartoons.  “I  trust  her 
judgment,”  Handelsman  says.  “She  will  not 
laugh  at  a  cartoon  that  sucks.  She  also 
knows  pop  culture,  and  is  an  excellent 
proofreader.” 

He  first  show's  Barber  the  Florida  car¬ 
toon.  “You  have  to  think  about  it  too 
much,”  she  says. 

Then  Handelsman  displays  the  cartoon 
he  likes  least.  “That  one’s  not  funny,” 
Barber  opines. 

Finally,  he  shows  Barber  his  favorite 
draxving.  “That  one’s  much  funnier,” 
she  says. 

Barber  then  suggests  a  comma,  changing 
the  wife’s  question  slightly  to:  “Did  they 
just  recall  the  recall,  or  recall  the  recalled 
recall?”  And  she  suggests  haxing  the 
husband  say  “I  can’t  recall”  rather  than 
“I  don’t  recall.” 


Handelsman  makes  the  short  walk 
to  Richards’  office  —  and  the  approval 
process  is  short,  too.  “That’s  funny,  that’s 
good,”  says  the  deputy  editorial  page  editor 
as  she  scans  the  “I  can’t  recall”  cartoon. 
Richards  also  compliments  Handelsman 
on  the  dog  in  that  draxving,  and  on  the 
ponxlailed  man  in  one  of  the  runner-up 
cartoons. 

Discussing  W'and  WMDs 

Back  in  his  office,  Handelsman  talks 
about  President  Bush  and  Iraq:  “He  did  get 
rid  of  a  bad  guy,  but  not  a  box  of  WMDs? 
Nothing?  Nothing?”  And  he  talks  about  the 
Middle  East.  “The  hardest  issues  to  cartoon 
about  are  the  issues  that  don’t  go  away,” 
Handelsman  says.  “There’s  nothing  fresh 
you  can  say  about  the  Mideast,  though 
you  can  tiy  .” 

Handelsman  doesn’t  just  comment  on 


Executive  Development 
Program 

(for  metro  markets) 

February  8-13,  2004 

Location;  Reston.  VA 
Tuition:  $3,400 

Early  bird  tuition:  $3,060  if  paid  by 
December  12,  2003 

Hotei/meal  package:  $1,000 
For  more  info  or  to  regiater,  visit: 

http://americanpressinstitute.org/04/EDPFebMet 
Or  contact  Mary  Lynn  Biilitterl: 

Email:  MaryLynn@americanpressinstitute.org 

M  American 
Press 
Institute 

THE  LEADERSHIP  PLACE 

www.amertcanpressinstitute.org  or  (703)  620-3611 
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national  and  international  matters.  He 
draws  at  least  one  local  cartoon  a  week  on 
a  topic  relating  to  Long  Island,  New  York 
City,  or  New  York  state. 

Then  Handelsman  heads  for  a  local 
lunch  in  Newsdays  cafeteria.  He  eats  a 
turkey  wTap  and  potato  chips  at  a  table 
with  a  half-dozen  colleagues,  many  from 
the  paper’s  art  department. 

Behind  his  desk  again,  Handelsman  is 
preparing  to  draw  the  finished  version  of 
his  California  cartoon  when  a  CNN  seg¬ 
ment  reports  on  the  “Do  Not  Call”  registry 
being  put  on  hold  —  to  the  delight  of  tele¬ 
marketers  and  the  dismay  of  people  try¬ 
ing  to  eat  dinner  uninterrupted.  “That 
could  be  a  good  topic  for  tomorrow,” 
he  says. 

Handelsman  —  also  knowTi  to  watch 
the  Fox  and  MSNBC  news  channels  — 
photocopies  his  penciled  drawing,  places 
it  on  the  light  table,  and  puts  a  $3  piece 
of  Graphix  DuoShade  paper  on  top  of 
the  photocopy.  Then  he  begins  lettering 
and  inking  with  various  Rapidograph 


pens  and  a  marker,  occasionally  using 
old-fashioned  Liquid  Paper  to  correct 
mistakes. 

At  2:45,  Handelsman  gets  a  call  from 
friend  and  fellow  Pulitzer-winning 
editorial  cartoonist  Mike  Luckovich  of 
The  Atlanta  Journal-Constitution  and 
Creators  Syndicate.  Luckovich  is  doing 
a  cartoon  about  Democratic  presidential 
candidate  Wesley  Clark,  and  describes 
the  idea  verbally  to  see  if  Handelsman 
likes  it.  He  does. 

A  day’s  electronic  ending 

Now,  the  $3  sheet  of  paper  is  showing  its 
worth.  Handelsman  brushes  photo  chemi¬ 
cals  on  parts  of  it  to  bring  out  gray  shading 
in  his  cartoon.  Then  he  blots  the  drawing, 
places  it  in  his  scanner,  and  looks  at  it  on 
the  computer  to  the  right  of  his  desk. 

Using  Photoshop,  Handelsman  deletes 
tiny  stray  blotches  of  ink,  pulls  the  man  in 
the  cartoon  a  little  away  from  the  'fV, 
makes  the  cable  box  on  top  of  the  set 
bigger,  gives  the  back  of  the  box  more 


complicated  wiring,  moves  his  signature 
up  a  bit,  and  makes  other  subtle  changes: 
“Tweakage,”  he  calls  it.  Technologically, 
it’s  a  much  different  world  than  when 
Herblock  was  Handelsman’s  age.  Imagine 
the  late  Washington  Post  cartoonist  using  a 
computer  to  tweak  the  stubble  on  Richard 
Nixon’s  five  o’clock  shadow? 

Then  Handelsman  electronically 
transmits  the  cartcxjn  to  Richards,  to 
Newsdays  Web  site,  and  to  his  syndicate. 

“I  used  to  have  to  stuff  envelopes  and  mail 
my  cartoons  out,”  he  remembers  not-.so- 
fondly.  Handelsman  also  fa.\es  a  copy  of 
the  rtx:all  drawing  to  USA  Today  for 
possible  use  in  that  paper’s  editorial- 
cartoon  roundup.  He’s  frequently 
reprinted  there,  as  well  as  in  The  Neu' 

York  Times  and  Newsweek  magazine. 

Handelsman  gets  up  and  stretches. 

“This  job  isn’t  so  good  on  the  back,” 
he  says.  It  can  also  be  stressftil  on  days 
when  good  ideas  are  hard  to  come  by 
as  deadlines  loom.  But  in  a  office 
where  the  sign  instructs  that  editorial 
cart(K)nists  aren’t  supposed  to 


be  fed,  Handelsman  loves  giving 


readers  fcKxl  for  thought. 


DaveAstor  examines  the  state  oj 


editorial  cartooning  on  page  17- 


The  artist  does  some  final 
“tweakage”  on  his  computer. 


5  Handelsman  places  the 
inked  California-recall 
drawing  in  his  scanner. 


(Left)  Deputy  Editorial  Page  Editor 
Carol  Richards  approves  the  cartoon. 
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-FEATURES  AVAILABLE- 


HOLISTIC  HEALTH  &  FITNESS 

HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best  selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484. 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  29243087(909)  929-1 169 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


NEWSP.\PER  BROKERS 


Louder  in  Sale 
of  C'ommiinitv 

Newspapers' 

■  ~  -  A  ' 

A  t»ur  rcfvrcnct's 
(2141  265-M.^NI  , 

Kickciihaclivr 

1  iKsn*  Or  .  n.iIhiN 
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America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Ptains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Bob  Mahiman,  Radio/TV/Cable 
(924)  793-1577 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers’ 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  FL  33432 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations.  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

WWW.  editorandpubl  (Sher.com 
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NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle.  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


2  EDITION  WEEKLY.  Growing  West  Coast 
region.  Free/50K-t-  Ad)udicated.  FYE 
3/31/03  gross  $1.88MM. 

For  Assets  $2,750,000 

3  WEEKLIES  Excellent  ag/biz  region  on 
West  Coast.  Adjudicated.  2002  rev. 
$1 .6MM,  owner  cash  flow  S385K. 

For  Assets  $2,400,(XX) 
WEEKLY  AG  PAPER,  plus  related 
products  serves  west  U.S.  multi-state 
region.  Could  be  relocated.  FYE  6/30/03 
gross  S8%K. 

For  Assets  $1,095,000 
Contact:  Gregg  K.  Knowles,  Broker 
(661)  833-3834.  www.media-broker.com 

FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN.  1801  Exposition.  Austin, 
TX  78703.  (512)476-3950. 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


PUBLISHING  OPPORTUNITIES 

HIGHLY  SUCCESSFUL  Home  Magazine 
syndicating  nationwide.  Publishing  oppor¬ 
tunities  available  in  many  key  markets. 
We  provide  articles,  art  and  layout,  you 
sell  ads,  produce  and  distribute. 

Call  Bob  (800)  459-9558 


PUBLICATIONS  WANTED 


34  YEAR  OLD  company  seeks  to  purchase 
local  music,  entertainment  or  tourist 
papers.  Sample/financials;  Good  Times, 
Box  33.  Westbury,  NY  11590. 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 


EQUIPMENTS  SUPPLIES- 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


PRESSES 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  5-unit  HARRIS  1660  with  double  2:1 
folder,  five  MEG's  -  excellent  condition. 

•GOSS  METRO  OFFSET  units,  22  ae’ 
cut-off. 

•  Like  new  GOSS  UNIVERSAL  70  heatset 
press  (620mm  cut-off) 

•Addon  1000  series  GOSS  URBANITE 
units. 

•8-unit  GOSS  COMMUNITY,  with  60HP 
drive. 

•6-unit  GOSS  COMMUNITY  press,  SC 
folder  with  upper  former,  50HP  drive. 

•GOSS  SSC,  SC  &  COMMUNITY  units 
(floor,  stacked,  and  2,  3  &  4-high). 

•  5-unit  HARRIS  V15C  with  JF7  &  30  HP 
drive,  1981  vintage. 

•HARRIS  V15A  &  V15C,  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa,  KS  66285 

(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service.  Inc. 
Nationwide  TELEMARKETING 
"'PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  95D8475»www.metro-news.com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7786397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


ILLUSTRATION/GRAPHIC 

DESIGN 


“Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
www.dailynewsgraphics.com/ep 

OCTOBER  13,  2003 
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PRFSSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 
www.pressroomcleaners.com 


-HELP  WANTED- 


ACADEMIC 


The  Department  of  Communication  Studies 
at  California  State  University,  Sacramento 
invites  applications  for  two  positions  to  begin 
Fall  semester  2004 

PUBLIC  RELATIONS:  Assistant  to  Associate 
Professor  will  provide  curricular  leadership 
in  public  relations  and  teach  undergraduate 
courses  in  public  relations,  preference 
given  to  candidates  with  prior  professional 
experience.  Salary  S46,632  to  $61 ,860. 
JOURNALISM:  Assistant  Professor  will  pro¬ 
vided  curricular  leadership  and  teach  intro¬ 
ductory  and  advanced  courses  in 
journalism.  Salary  $43,632  to  $55,008. 

MA,  MS  or  Ph.D.(Ph.D.  preferred)  California 
State  University,  Sacramento  is  an  Affirmative 
Action/Equal  Opportunity  Employer.  Ap¬ 
plication  deadline  is  November  15th,  2003 
for  Public  Relations,  and  Feb  1,  2004  for 
Journalism. 

Applications  will,  however,  be  accepted  until 
the  position  is  filled.  All  degree  requirements 
must  be  completed  by  August  25, 
2004.  Full  vacancy  announcements  are  lo¬ 
cated  at: 

http:www.asn.csus.edu/coms/ 
under  faculty  openings 

Address  applications  to:  Hiring  Committee. 
Communication  Studies  Department.  Cali¬ 
fornia  State  University,  Sacramento,  Sacra¬ 
mento,  CA  958196070. 


ADMINISTRATIVE 


PUBLISHER  needed  for  high  quality  weekly 
newspaper  in  Akron,  CO.  Full  responsibility 
for  P&L,  content,  promotional  activity,  plan¬ 
ning  and  execution.  Great  small  town  offers 
fine  country  living.  Part  of  the  MediaNews 
Group.  Accelerated  career  opportunity  for 
individual  with  ability  and  ambition.  Fine  op¬ 
portunity  for  person  with  newspaper  back¬ 
ground  seeking  publisher  position.  Excellent 
compensahon  program  and  full  benefits 
plus  the  professional  rewards  of  running 
your  own  newspaper  and  the  personal  satis¬ 
faction  from  achieving  success. 

FAX  your  response  to:  (970)  522-2320  or 
E-mail:  publisher@journaFadvocate.com 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Coeur  d’Alene  Press,  an  18,000  circu¬ 
lation,  7-day  AM  newspaper,  is  seeking  an 
experienced  advertising  executive  to  lead 
an  experienced  ad  team  in  a  progressive 
and  competitive  market.  You  will  report  di¬ 
rectly  to  the  Publisher  and  President  of 
Hagadone  Newspaper  Co. 

Hagadone  Newspaper  Co.  publishes  6  daily 
and  numerous  weeklies  in  the  Pacific  North¬ 
west.  The  right  candidate  will  be  able  to 
demonstrate  a  very  successful  career  in 
managing  a  newspaper  advertising  team. 
Only  the  very  best  need  apply  for  this  op¬ 
portunity  in  a  community  that  is  rated  as 
one  of  the  best  town  in  America  to  live. 
Budgeting  skills  and  ability  to  make  sound 
financial  analysis  is  critical.  Opportunity  for 
advancement  is  very  good.  Benefits  include 
401(k)  with  match,  health  insurance. 

Please  send  resume  and  cover  letter  to: 
Jim  Thompson/Publisher,  Coeur  d’Alene 
Press,  P.O.  Box  7000,  Coeur  d’Alene,  ID 
83814. 

ADVERTISING  DIRECTOR 
The  Dodge  City  Daily  Globe  is  looking  for  an 
energetic  motivator  to  lead  our  six-member 
sales  team.  Must  have  strong  supervisory 
and  communication  skills  along  with  media 
sales  experience.  College  degree 
preferred.  Competitive  salary  and  benefits. 
Send  resume,  references  and  salary  re¬ 
quirements  to  Terry  Cochran,  Dodge  City 
Daily  Globe,  P.O.  Box  820,  Dodge  City,  KS 
67801. Or:  cochran@dodgeglobe.com  EOE 


ADVERTISING  DIRECTOR 
The  Times-Georgian,  a  9,500  circulation 
daily  newspaper  with  four  weekly  newspapers 
in  Carrollton  GA,  seeks  an  Advertising 
Director.  This  position  will  oversee  a  staff 
of  ten  in  Retail  and  Classified  advertising 
and  7  in  Composing.  Our  newspapers  cover 
all  areas  west  of  Atlanta  to  the  Alabama 
border.  Carrollton  offers  an  excellent 
lifestyle  with  a  reasonable  cost  of  living. 
You  can  enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This  fast 
growing  area  offers  excellent  opportunities 
for  Retail  and  Classified  growth.  We  are 
part  of  the  Paxton  Media  Group  of  32  news¬ 
papers  offering  excellent  pay  and  benefits. 
Send  resume  and  salary  history  to  Tom 
Overton,  publisher.  The  Times-Georgian, 
901  Hays  Mill  Road,  Carrollton,  GA  30117. 

E-mail:  toverton@limes-georgian.com 

ADVERTISING  MANAGER 
The  Alamogordo  (NM)  Daily  News  seeks  an 
Advertising  Manager  to  lead  its  retail  and 
classified  advertising  departments,  a  staff 
of  eight.  A  college  degree  preferred. 
Should  have  five  years  of  newspaper  sales 
experience  and  at  least  one  year  of 
effective  management  experience.  Must 
have  energy,  creativity,  enthusiasm  and  the 
ability  to  lead  and  train.  Needs  to  be  organ¬ 
ized,  goal-oriented  and  possess  a  positive 
attitude.  Excellent  benefits  at  this 
six-day-a-week  Gannett  newspaper  with  a 
circulation  of  7,500  daily  and  8,500 
Sunday.  EOE.  Please  send  resume  and  letter 
of  interest  to  Publisher,  Alamogordo  Daily 
News,  518  24  Street,  Alamogordo,  NM 
88310.  Or  Fax  to  (505)  437-7795. 


ADVERTISING 


ADVERTISING  MANAGER 
The  Paducah  Sun,  a  27,000  circulation 
7-day  newspaper  is  seeking  an  experienced 
advertising  executive  to  oversee  a  staff  of 
15  newspaper,  TMC  and  special  product 
sales  representatives.  Position  also 
involves  oversight  of  various  support  staff. 
Creativity,  ability  to  organize,  plan,  and  mo¬ 
tivate  essential.  Budgeting  skills  and  ability 
to  make  sound  financial  analysis  critical. 
The  Sun  is  the  flagship  newspaper  of  family 
owned  Paxton  Media  Group,  LLC,  publisher 
of  27  daily  newspapers  and  numerous 
weekly  and  specialty  publications  in  the  Mid¬ 
west  and  Southeast,  providing  opportunities 
to  advance.  Benefits  include  pension, 
401(k)  with  match,  choice  of  health  insurance 
plans.  Send  resumes  to: 

Publisher,  The  Paducah  Sun 
408  Kentucky  Avenue,  Paducah,  KY  42003 
No  phone  calls,  please 


FRESH  START  FOR 
SEASONED  SALES  LEADER 
Fastest-growing  weekly  newspaper  in  the 
city  of  Philadelphia  is  looking  for  an  energetic, 
hands-on  display  advertising  manager 
to  develop  an  untapped  market.  You  will  be 
expected  to  recruit,  coach,  manage,  tram, 
encourage  and  lead  a  sales  staff  of  8  people. 
If  you  have  a  proven  record  of  exceeding 
sales  goals  and  leading  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 


Newspaper  ad  buying  company  seeks  SEN¬ 
IOR  VICE  PRESIDENT,  SALES  for  NYC 
office.  Minimum  requirements:  BA  or  BS  in 
Communications,  Psychology,  Sociology  or 
Advertising  -f  8  years  progressively  respon¬ 
sible  sales  management  experience,  at 
least  2  of  which  were  in  a  start-up  or  small 
firm  environment.  Fax  resume  to  Elaine  at: 

(937)913-5727 


RETAIL  ADVERTISING  MANAGER 
The  Palladium-Item,  a  Gannett  newspaper 
located  in  Richmond,  IN,  has  an  opportunity 
available  for  a  Retail  Advertising  Manager, 
reporting  to  the  Advertising  Director. 

This  position  is  responsible  for  the  direct 
supervision  of  Retail  Advertising  Sales  Rep¬ 
resentatives.  The  successful  candidate  will 
be  responsible  for  increasing  market  share, 
planning,  developing  new  initiatives,  fore¬ 
casts  and  budgeting,  and  team  development. 

The  ideal  candidate  will  possess  strong 
leadership,  organizational  and  innovative 
marketing  skills,  a  proven  track  record  of 
accomplishment  in  newspaper  sales  and 
work  well  in  a  team  environment.  We  offer  a 
competitive  financial  package,  which  includes 
bonus  plan,  40i(k)  and  insurance. 
Salary  commensurate  with  experience. 

Interested  and  qualified  candidates  should 
send  letter  of  interest  and  resume  to: 

Erin  Humphreys,  Advertising  Director 
ehumphre@richmond.gannett.com 
Or  call  (765)  9734421 


ADVERTISING 


RETAIL  AND  CLASSIFIED 
ADVERTISING  MANAGERS 
Medium-sized,  family  owned  newspaper 
seeks  both  a  retail  and  a  classified  pro  who 
can  motivate,  train  and  guide  our  sales 
teams.  Back  to  basics  plus  fresh  ideas  will 
grow  our  revenues.  Good  compensation,  in¬ 
centive  and  benefit  packages  for  right  can¬ 
didates.  Resume,  salary  history  to  B.J.  Fra¬ 
zier,  The  Daily  Item,  38  Exchange  Street, 
Lynn,  MA  01903  or  bfrazier@shore.net. 


CIRCULATION 


CIRCULATION  MANAGER 
Minneapolis,  MN. 

Join  the  Circulation  division  of  Star  Tribune 
and  be  part  of  an  organization  seen  as  an 
industry  leader  in  news  and  information. 
This  position  is  responsible  for  managing 
the  home  delivery  operations  for  our  Primary 
Market  Area.  The  successful  candidate 
must  have: 

•  5  to  10  yrs  previous  circulation  general 
management  experience 

•  Demonstrated  leadership  skills  and  a 
proven  track  record  in  providing  premier 
customer  service. 

•  Experience  in  distribution  operations, 
sales,  recruiting,  training. 

In  exchange  for  your  skills  and  drive  to  suc¬ 
ceed,  we  offer  a  competitive  compensation 
plan  and  top-notch  benefits  including  an  em¬ 
ployee  stock  purchase  plan,  24-hour  fitness 
facility,  and  many  on-site  conveniences,  in 
eluding  downtown  employee  parking. 

If  interested  in  this  opportunity  please  forward 
your  resume  and  salary  requirements 
and  apply  online  at: 

www.startribune.com/)obs  to  )ob  #474 
under  the  Circulation  heading. 

Star  Tribune 

425  Portland  Ave,  Minneapolis,  MN.  55488 
EOE. 


SINGLE  COPY  SALES  MANAGER 
The  Times  Leader,  a  Knight  Ridder  newspa¬ 
per  located  in  the  highly  competitive  market 
place  of  Wilkes  Barre,  PA,  has  an  opening 
for  a  Single  Copy  Sales  Manager.  This  posi¬ 
tion  is  responsible  for  increasing  market 
share,  managing  expense  and  revenue 
budgets  as  well  as  developing  single  copy 
promotions.  The  ideal  candidate  will  be  re¬ 
sults  oriented  and  have  a  newspaper  circu¬ 
lation  background  with  a  minimum  of  4 
years  single  copy  or  sales  experience. 

We  offer  relocation  assistance;  a  compre¬ 
hensive  benefits  package  and  a  competitive 
salary,  commensurate  with  experience.  In¬ 
terested  and  qualified  applicants  send 
cover  letter  and  resume,  including  salary  re¬ 
quirements  to: 

Sharon  Petchel,  Human  Resources  Director 
The  Times  Leader 
15  North  Main  Street 
Wilkes  Barre,  PA  18711 
E-mail:  spetchel@leader.net 


CIRCULATION 


CIRCULATION  SALES  & 
MARKETING  DIRECTOR 
Warm  up  in  sunny  LA  with  a  terrific  opportu¬ 
nity  for  an  up-n-comer.  The  Los  Angeles  Daily 
News  has  an  immediate  opening  for  a  Cir¬ 
culation  Sales  and  Marketing  Manager.Put 
your  creative  ideas  to  the  test  in  a  competi¬ 
tive  environment  filled  with  growth  opportu¬ 
nities. 

In  this  position,  you  will  oversee  all  aspects 
of  home  delivery  sales,  with  emphasis  on 
growing  penetration  in  key  markets.  A 
strong  team  of  individuals  awaits  your  direc¬ 
tion  and  guidance.  Tools  and  resources  for 
success  are  available  and  expectations  are 
achievable. 

Qualified  candidates  will  possess  a  demon¬ 
strated  history  of  successful  leadership  and 
growth.  Will  have  a  comprehensive  under¬ 
standing  of  circulation  sales  management 
and  will  exhibit  effective  human  relation 
management  skills. 

Candidate  must  have  a  minimum  of  4  years 
of  newspaper  related  experience  in  similar 
circulation  or  marketing  role.  Bachelor  de¬ 
gree  preferred.  Strong  financial,  analytical 
and  operational  experience  needed  to  be 
successful  in  this  position. 

The  Los  Angeles  Daily  News  provides  com¬ 
petitive  salaries  and  a  comprehensive  bene 
fits  package.  Qualified  candidates  should 
submit  resume  and  salary  requirements  to: 

Ron  Hasse 

Los  Angeles  Daily  News 
21221  Oxnard  Street 
Woodland  Hills,  CA  91367 
E-mail:  |Obs@dailynews.com 
FAX:  (818)  713T)048 


GANNEH  CIRCULATION  OPPORTUNITIES 
CIRCULATION  SALES  MANAGERS 
Gannett  Co.  Inc.  is  seeking  results-oriented 
newspaper  sales  and  marketing  profession¬ 
als  to  coordinate  circulation  sales  plans  and 
marketing  programs  to  meet  our  budgeted 
objectives.  Candidates  should  have  a 
proven  track  record  in  developing  and  im¬ 
plementing  successful  sales  programs  in 
competitive  markets,  as  well  as  significant 
recruiting,  training,  customer  relations  and 
supervisory  experience.  The  managers  we 
are  seeking  must  be  excellent  communica¬ 
tors  with  strong  leadership  and  management 
skills. 

Gannett  offers  an  excellent  compensation 
and  benefits  package,  including  medical, 
dental,  life  insurance,  retirement,  401(k) 
and  great  growth  opportunities  in  various  lo¬ 
cations.  We  welcome  diversity  and  maintain 
a  safe  drug  free  work  place.  Pre-employment 
drug  testing  is  required. 

If  you  are  interested  in  these  opportunities, 
RUSH  your  resume  and  salary  history  to: 

Rob  Althaus,  Vice  President 
Gannett  Co.,  Inc 
E-mail:  ralthaus@gannett.com 
Leo  Harley,  Manager/Executive  Recruiting 
Gannett  Co.,  Inc. 

E-mail:  lharley@westches.gannett.com 


Your  communication  link  to  the* 
nL“\\spa|X.*r  intiu.str\’  c*\cr\’  week 
since  1H84. 
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-HELP  WANTED- 


EDITORIAL 


EDITOR 

The  Portland  Business  Journal,  a  weekly 
business  newspaper  serving  the  greater 
Portland,  OR  metropolitan  area,  is  seeking 
an  editor.  The  editor  is  responsible  for  setting 
the  editorial  direction,  tone  and  philosophy  of 
the  paper  while  managing  a  staff  of 
12. 

The  editor  will  also  be  a  very  visible  part  of 
the  business  community.  Departmental 
management  experience  required.  The  Port¬ 
land  Business  Journal  is  part  of  the  American 
City  Business  Journals  chain  of  41  regional 
business  publications.  Respond  to: 
cwessel@biz)ournals.com. 


PROJECT  EDITOR 
Full-time,  Austin,  Texas. 

See:  www.gstype.com  for  details. 


EDITORIAL 


EDITORIAL 


Editor'! 

pilBUS 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


“Making  the  simple  complicated  is 
commonplace:  making  the  compli¬ 
cated  simple,  awesomeh  simple, 
that’s  creativity.” 

-  Charles  Mingus 

“The  thing  always  happens 
that  \  ou  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Llo\  d  Wright 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


EXECUTIVE  EDITOR 

Growing  news  group  covering  FDA,  Hill  and 
other  government  agency  activities 
affecting  drug  and  medical  devices  industries 
seeks  Executive  Editor  for  daily  and 
weekly  news  products.  Editor  will  manage 
news  flow,  edit  and  rewrite  copy,  oversee 
reporters.  Some  writing.  Position  requires 
seasoned  professional  with  experience  cov¬ 
ering  federal  government  in  fast-paced  envi¬ 
ronment.  Benefits  include  health  insurance, 
dental,  401(k),  vacation,  etc.  Send  cover 
letter,  resume,  clips  and  salary  requirement 
to  Box  3529,  Editor  &  Publisher  Classified, 
770  Broadway,  7th  Floor,  NY,  NY  10003. 

INVESTIGATIVE  REPORTER 
The  Pueblo  Chieftain,  a  50,000-plus  daily  in 
beautiful  Southern  Colorado,  is  looking  for 
an  investigative  reporter  on  the  topic  of 
water.  Southern  Colorado’s  water  supply  is 
threatened  by  growth  in  the  Denver  area, 
where  officials  are  buying  river  water  from 
Southern  Colorado  and  transferring  that 
water  to  the  Denver  area. 

The  effects  have  been  and  will  continue  to 
be  devastating,  with  farmland  being  dried 
up  and  turned  into  wasteland,  and  water 
quality  severely  damaged.  The  Chieftain  is 
battling  this  issue  and  is  looking  for  a 
hard-hitting,  investigative  reporter  with  ex¬ 
perience  in  covering  complicated  water 
issues. 

Mail  or  E-mail  cover  letter  and  resume  to: 
Steve  Henson,  Managing  Editor,  The  Pueblo 
Chieftain,  P.O.  Box  4040,  Pueblo,  Colo. 
81003,  E-mail:  shenson@chieftain.com 


MANAGING  EDITOR  for  3,700  6  day  com¬ 
munity  newspaper  in  Blackfoot,  Idaho.  Must 
have  strong  editing  skills,  page  layout  in 
Quark.  Must  supervise  staff  of  four.  Send 
resume  to  Blackfoot,  Box  271,  Colville,  WA 
99114. 


SoCal.  public  affairs  firm  seeks  MEDIA  RE¬ 
LATIONS  MANAGER/SENIOR  COPY  WRITER. 
Journalism  degree  and  1-3  years  news  ex¬ 
perience  required.  Salary  dependent  upon 
experience.  E-mail  resumes  and  three  writing 
samples  to:  mediarel)ob@netscape.net. 

WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 

The  Lima  (OH)  News,  an  aggressive, 
award-winning  newspaper,  with  circulation 
of  36K  daily,  43K  Sunday,  seeks  DESIGNER 
with  2-5  years  experience.  Requires  someone 
with  a  passion  for  design,  appreciation 
of  words  and  pictures,  solid  news  instincts 
and  knowledge  of  QuarkXPress.  We  work 
four,  lOfiour  shifts,  which  includes  nights 
and  rotating  weekend.  Competitive  salary, 
health  benefits,  dental,  eye  and  401(k).  Re¬ 
sume,  cover  letter  and  design  samples  to: 
Jim  Krumel,  Editor,  The  Lima  News 
3515  Elida  Road,  Lima,  OH  45807 
Or  E-mail:  jkrumel@limanews.com 


The  News  &  Record  is  a  100,000 
circulation  daily  that  routinely  beats  papers 
twice  our  size  for  state  press  awards.  Why? 
We  are  committed  to  enterprise  reporting 
that  makes  a  difference  in  our  community.  If 
you  are  an  aggressive,  enterprising 
reporter  who  likes  a  complex  and  challenging 
beat,  if  you  are  equally  comfortable  in¬ 
terviewing  corporate  CEOs  and  laidotf  textile 
workers,  and  if  you  like  to  see  your  stories  on 
Al,  keep  reading. 

We  are  seeking  an  experienced  reporter  for 
one  of  our  most  important  beats  -  the  local 
economy  and  economic  development.  The 
beat  spans  business  news,  city,  county  and 
state  government  as  well  as  some  non-profit 
agencies.  We  are  looking  for  someone 
with  top-notch  writing  and  reporting  skills, 
who  can  write  with  authority  on  such 
diverse  topics  as  industrial  recruitment,  local 
urban  redevelopment  and  the  broad 
economic  changes  sweeping  through  the 
manufacturing  sector. 

This  is  a  job  for  a  self-starter  who  can  work 
with  often-reluctant  sources  to  land 
high-impact  stories  before  local 
competitors,  including  a  weekly  business 
journal.  Business  reporting  background  is  a 
plus,  but  not  essential. 

Like  the  sound  of  the  challenge?  Send 
letter,  resume  and  work  samples  that  dem¬ 
onstrate  creativity,  initiative  and  news  judg¬ 
ment  to  Recruitment  Coordinator,  News  & 
Record,  P.O.  Box  20848,  Greensboro.  NC 
27420. 


Tampa  Bay  Business  Journal  is  looking  for 
an  EDITOIl  to  lead  a  newsroom  filled  with 
hungry,  committed  reporters.  This  isn’t  a 
job  for  the  faint-of-heart.  The  Tampa  Bay 
market  is  among  the  most  dynamic  in  the 
country.  It  spans  seven  counties  and  count¬ 
less  community  cultures  and  its  two  largest 
counties  -  Hillsborough  and  Pinellas  -  are 
served  by  competing  daily  newspapers. 

The  ideal  candidate  will  have  10  years  ex¬ 
perience  in  business  journalism  -  five  of 
them  as  an  editor  -  and  strong  management 
experience.  Hands-on  editing  is  a  key  com¬ 
ponent  of  this  job,  as  is  coaching  reporters. 
In  addition,  the  editor  is  expected  to  put  a 
public  face  on  the  newsroom,  attending 
community  events  and  sticking  his  or  her 
nose  where  it  doesn’t  belong.  As  a  member 
of  the  newspaper’s  senior  management 
team,  regular  care  and  feeding  of  the  pub¬ 
lisher  is  required  as  well. 

If  this  sounds  like  something  you’d  be  inter¬ 
ested  in.  E-mail  your  resume  and  a  cover 
letter  to  Publisher  Arthur  Porter, 
aporter@bizjournals.com.  Include  your  salary 
expectations  and  an  explanation  of  why 
you’re  right  for  this  job. 

Tampa  Bay  Business  Journal  is  part  of 
American  City  Business  Journals,  the 
largest  employer  of  business  journalists  in 
the  world.  The  company  offers  a 
competitive  salary,  excellent  benefits,  and 
clear  and  predictable  room  for  advancement. 
American  City  is  a  place  business 
journalists  come  and  stay.  EOE. 


r/jc  ucii's/H/fK'r  in</i  IS  try's 
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EDITORIAL 


GRAPHIC  ARTIST:  The  Watertown  Daily 
Times  has  an  opening  for  a  graphic  artist. 
Duties  include  producing  and  maintaining  li¬ 
braries  of  maps,  charts  and  informational 
graphics;  designing  feature  section  fronts, 
special  sections  and  news  and  feature 
packages;  recommending  to  editors  stand¬ 
ard  design,  type  and  graphic  elements,  and 
assisting  with  maintenance  of  styles,  tem¬ 
plates,  libraries  and  the  like  for  the  newspa¬ 
per  pagination  system.  Applicants  must 
have  experience  in  print  design  and  in  the 
use  of  industry-standard  software  for  Macin¬ 
tosh  computers  and  be  available  to  work  a 
flexible  schedule.  Send  cover  letter,  resume 
and  work  samples  to  Bert  Gault,  executive 
editor,  Watertown  Daily  Times,  260  Wash¬ 
ington  Street,  Watertown,  NY  13601  or  by 
E-mail  to  bgault@wdt.net. 


INFOR1VL4TION  SYSTEMS 


DIRECTOR  OF  IT 

Tahoe-Carson  Area  Newspapers  seeks  an 
experienced  IT  Director  for  our  new  produc¬ 
tion  facility  in  the  scenic  Carson  City,  Nevada 
area  (less  than  25  minutes  from  Lake 
Tahoe  or  Reno). 

The  successful  candidate  should  have  a  BA 
in  Information  Technology  or  a  similar  tech¬ 
nical  discipline  along  with  8-10  years  pro¬ 
gressive  experience  in  technology  and  man¬ 
agement.  Extensive  knowledge  of  database 
systems,  hardware,  networking  and  software 
is  required.  Must  have  proven  excellence  in 
project  management,  internal  customer  serv¬ 
ice  and  outstanding  communication  skills. 

The  IT  Director  will  be  responsible  for  the 
smooth  and  consistent  operations  of  all 
newspaper  systems,  installation  and  mainte¬ 
nance  of  all  hardware,  software,  database 
servers,  security  and  telecommunication 
systems.  Knowledge  of  PBS,  OSX,  Ad  Man¬ 
ager  Pro  or  any  other  Baseview  product  is 
a  plus. 

In  return,  we  offer  a  competitive  salary, 
401(k)  and  other  benefits,  the  chance  to 
work  in  a  new  facility  and  be  a  part  of  one 
of  the  few  remaining  family  newspaper  com¬ 
panies,  Swift  Newspapers. 

To  be  considered  for  this  position,  please 
send  your  resume  to:  Girish  Pandit,  Regional 
Director  Production/Operations,  Tahoe-Car¬ 
son  Area  Newspapers,  580  Mallory  Way,  Car- 
son  City,  NV  89701. 


_ MAILROOM _ 

Daily  seeks  experienced  MAILROOM  MAN¬ 
AGER  with  Kansa  480.  Steve  Nichols  c/o 
Southeast  Missourian,  P.O.  Box  699,  Cape 
Girardeau,  MO  63702. 

snichols@semissourian.com 


_ PRESSROOM _ 

Daily  seeks  LEAD  PRESSMAN.  Goss  Com¬ 
munity  or  DGM  management  experience  a 
plus.  Steve  Nichols  c/o  Southeast  Missour¬ 
ian,  P.O.  Box  699  Cape  Girardeau,  MO 
63702  snichols@semissourian.com 
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PRODUCTION/TECH  _ ADVERTISING 


PRODUCTION  MANAGER 
The  Fayetteville  Observer,  an  award  winning 
70,000  NC  daily,  is  seeking  a  well-rounded 
Production  Manager  to  oversee  prepress, 
press,  packaging  and  transportation.  In 
2002,  our  newspaper  was  recognized  as 
one  of  the  top  50  newspapers  in  the  world 
by  the  International  Newspaper  Color 
Quality  Club  and  has  received  numerous 
other  awards  from  the  Web  Printing  Associ¬ 
ation  and  the  NAA.  Our  facility  houses 
state-of-the-art  equipment  commissioned  in 
1999  and  is  considered  an  innovative 
leader  in  our  industry. 

We  are  family  owned  and  located  in  a  great 
area  of  the  country  to  live  and  raise  a 
family. 

If  you  have  a  strong  background  in  print 
production,  packaging  and  distribution, 
please  send  your  resume,  references,  and 
salary  history  to: 

John  Jenkins,  Production  Director 
The  Fayetteville  Observer 
P.O.  Box  849,  Fayetteville,  NC  28302 
jjenkins@fayettevillenc.com 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER’S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
quest.  Contact  Michael  Bradley: 

Phone:  (508)  563-2835 
E-mail:  mbradley.capecod@verizon.net 


I  BRING  20  YEARS  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries.  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 


CIRCULATION 


PROFESSIONAL  CIRCULATOR  seeks  imme¬ 
diate  Distribution/Sales  opportunity  in  Long 
Island,  New  York.  Tel/Fax:  (631)  588-2735. 


EDITORIAL 


Creative,  experienced  MANAGING  EDITOR 
with  award-winning  multimedia  product 
seeks  managing  editor  or  higher  position  in 
Midwest,  preferably  the  Chicago  area.  Very 
strong  manager  of  both  people  and 
content.  Wishes  to  move  back  to  roots 
after  seven  years  in  the  Northwest. 

E-mail:  brownleaves3C)@hotmail.com 

Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  hove 
rekindled  this  light. 

-Albert  Schweitzer 


“Remember  alvvavs  that  you  liave 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one.” 

-  Eleanor  Roosevelt 


\  E&P  EMPLOYMENT  ZONE  CHART 


For  help  wanteid/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 
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into  the  news  for  young  readers.  They 
spark  their  curiosity  to  read  about  issues 
so  they  can  understand  the  cartoons.” 

It  also  makes  sense  for  newspapers 
to  run  editorial  cartoons  because  “we  live 
in  a  visual  culture,”  says  cartoonist  Rob 
Rogers  of  the  Pittsburgh  Post-Gazette 
and  United  Feature  Syndicate. 

“Unfortunately,  in  today’s  society, 
people  don’t  have  a  lot  of  time  to  read. 
Editorial  cartoon  images  are  immediate,” 
adds  Mike  Ramirez  of  the  Los  Angeles 
Times  and  Copley  News  Service,  while 
emphasizing  that  the  best  editorial 
cartoons  are  “more  about  journalism 
than  entertainment.” 

Plante,  of  the  Chattanooga  (Tenn.) 
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AMERICAS  EXTRA 


Sangue  de  um  journalist  em  suas  mao: 

A  former  military  police  officer  from  the 
central  Brazilian  state  of  Mato  Grosso 
confessed  Sept.  15 
to  the  2002  murder 
of  Domingos  Savio 
Brandnao,  owner  of 
the  daily  Folha  do  Estado  in  the  state 
capital  of  Cuiaba,  the  Buenos  Aires-based 
Association  for  the  Defense  of  Indepen¬ 
dent  Journalism  reported.  Hercules  de 
Araujo  Agostinho  told  authorities  he  shot 
Brandao  on  orders  of  a  businessman 
involved  in  illegal  slot  machines  and 
other  gambling  operations...  On  Sept.  22, 
columnist  Rodrigo  Fierro  Benitez  of  the 
Quito,  Ecuador,  daily  El  Commercio, 
filed  an  appeal  of 
the  six-month  prison 
sentence  and  $1,000 
fine  imposed  on  him 
by  a  criminal  court  for  allegedly  libeling 
former  President  Le6n  Febres  Cordero... 
Gabriel  Alarcon  Velazquez  sold  his  family- 
owned  Mexico  City  daily  El  Heraldo  to  a 
group  that  includes  the  chairman  of  the 
big  radio  news  producer  Grupo  InfoRed, 
a  senior  official  of  Tele- 
fonos  de  Mexico  and 
the  Mexican  branch  of 
the  Danilo  Black  news¬ 
paper  design  firm,  the  Associated  Press 
reported  Oct.  1...  Saying  the  very  survival 
of  small  and  medium-sized  Argentina 
newspapers  is  at  stake,  the  Miami-based 
inter  American  Press  Association  urged 
President  Nestor  Kirchner  in  a  Sept.  17 
letter  to  grant  smaller  publishing  compa¬ 
nies  the  same  exemp¬ 
tion  from  paying  the 
highest  rate  of  value- 
added  tax  (VAT)  that 
other  smaller  businesses  have  enjoyed  for 
the  last  several  years...  Latin  American 
Journalists  honored  for  courage:  The  New 
York  City-based  Committee  to  Protect 
Journalists’  International  Press  Freedom 
Award  to  imprisoned  independent  Cuban 
journalist  Manuel  Vazquez  Portal;  The 
International  Women’s  Media  Founda¬ 
tion’s  Courage  in  Journalism  Award  to 
Marielos  Monzon  of  the  Guatemala  City 
daily  Prensa  Libre  and  to  Magdalena  Ruiz 
Guinazu,  columnist  for  the  Buenos  Aires 
daily  La  Nacion. 

—  Mark  Fitzgerald 


The  publisher  of  the  country’s  most  prestigious  daily 
is  sentenced  to  30  years  in  prison  for  murdering  his  wife 


BY  MARK  FITZGERALD 

CHICAGO 

A  BIZARRE  CRIMINAL  CASE  THAT 
resembled  a  Latin  American 
telenovela  combined  with 
elements  of  the  old  “Columbo”  detective 
TV  show  reached  its  climax  in 
an  El  Alto  courtroom  Oct.  1. 

The  publisher  of  Bolivia’s 
oldest  and  most  prestigious 
daily  newspaper  was  sen¬ 
tenced  to  30  years  without 
parole  for  murdering  his  wife 
in  a  way  that  made  it  appear 
she  had  been  targeted  by 
corrupt  forces  angry  at  the 
coverage  of  El  Diario. 

As  he  was  sentenced, 

Jorge  Carr2isco  Jahnsen, 

56,  continued  to  protest 
that  he  had  been  framed. 

“I’m  innocent,  I  didn’t 
commit  such  a  barbarity, 
such  an  aberration,”  he 
said,  according  to  accounts 
in  his  paper  and  the 
competing  La  Paz  daily  La 
Prensa.  “I  want  to  thank  my  sons  for 
believing  in  me...  God  bless  these  judges, 
as  well  cis  my  enemies.” 

Carrasco  had  blamed  unnamed  ene¬ 
mies  from  the  moment  he  learned  his 
wife  Maria  Teresa  Guzman  de  Carrasco 
w'as  killed  in  a  dvnamite  blast  w'hile  being 
driven  home  from  the  paper  April  10, 
2002.  That  night,  both  husband  and  wife 
had  broken  from  routine:  Maria  Teresa, 
who  edited  the  women’s  section,  had  left 
work  later  than  usual  and  taken  Jorge’s 
vehicle  instead  of  her  own,  while  her  hus¬ 
band  stayed  behind  at  the  office,  saying 
he  was  dissatisfied  with  the  front-page 
layout.  Drug  dealers  angry  at  El  Diario's 
coverage  must  have  mistaken  her  for  him, 
Carrasco  declared:  “That  bomb  had  my 
name  on  it.” 

Press  freedom  groups  such  as  the  Inter 
America  Press  Association  (lAPA)  quickly 
took  up  his  cause  and  demanded  a  rigor¬ 
ous  investigation.  But  within  a  month. 
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police  arrested  Carrasco  himself.  Five 
people  confessed  to  a  role  in  the  crime, 
including  Carrasco’s  longtime  chauffeur, 
Javier  Valerio  Chavez  Condori,  who  said 
the  publisher  had  offered  him  $10,000 
to  commit  the  murder.  Authorities  said 
Carrasco  had  a  “sentimental”  motive. 

Condori  more  bluntly 
said  Carrasco  suspected 
his  wife  of  27  years  w'as 
unfaithful. 

Adding  to  the  bizarre 
complexity  of  this  case, 
a  Bolivian  shaman, 

1.^  Boniface  Lopez,  claimed 

Carrasco  hired  him  to 
conjure  something  that 
w'ould  throw'  investigators 
off  the  trail.  Lopez  w'as 
never  charged. 

The  murder  exposed 
long-standing  rifts  in 
the  family  that  owns  the 
99-year-old  new'spaper 
that  refers  to  itself  as  “The 
Dean  of  the  National  Press.” 
While  Carrasco’s  sons  — 
Jorge  Carrasco  Guzman  and 
his  brother  Antonio  —  believe  in  their 
father’s  innocence  and  are  now'  running 
the  paper  as  assistant  directors,  Carras¬ 
co’s  sisters  and  a  daughter  believe  he  is 
guilty.  The  sisters  blamed  him  a  decade 
ago  for  losing  a  substantial  sum  of  money 
in  the  kind  of  Nigerian  bank  scam  that  is 
now  common  in  e-mail  spam,  according 
to  an  lAPA  investigation  of  the  murder 
conducted  last  year  by  Argentinean 
reporter  Jorge  Elias.  They  also  suspected 
he  was  behind  a  mysterious  Januarv'  2002 
explosion  at  one  sister’s  home. 

But  to  Carrasco’s  sons,  the  murder 
was  “political”  and  intended  to  stop  El 
Diario's  investigations  into  official 
corruption,  Jorge  Carrasco  Guzman  said 
in  a  recent  article.  The  trial  was  “a  mock¬ 
ery,”  added  his  brother  Antonio:  “If  the 
(prosecutors)  had  proven  the  guilt  of  the 
father  to  his  sons,  we  would  be  the  first  to 
ask  for  30  years  in  jail  for  my  father.”  11 
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El  Diario  is  held  in  high  regard 
by  its  Bolivian  readership. 
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TECHNOLOGY 


Inkmaker  developing  technology  to  print  copy-tracking  circuits 


BY  JIM  ROSENBERG 

IT’S  WORTH  KNOWING  IF  NEWS  RACKS  OR  STORES  GET  THE 

right  number  of  the  right  copies  with  all  sections,  supple¬ 
ments,  and  ad  inserts,  and  learning  if  or  when  copies  sell  out. 
Those  are  among  the  operational  advantages  of  radio-fre¬ 
quency  identification.  RFID  technology’s  tiny  “tags”  —  pro¬ 
grammable  and  each  unique,  unlike  bar  codes  —  also  may  yield  other 
information  by  means  of  comparing  data  over  time.  Industry  analyst 
Miles  Groves  said  it  would  be  “tremendous  to  use  them  to  see 
where  the  path  goes”  for  single  copies.  “A  day  in  the  life  of  a  news¬ 
paper...  would  be  a  very  interesting  study”  in  terms  of  location. 


pass-along,  retention,  recycling,  and  other 
data,  “I  think  on  the  preprint  side  for  major 
retailers  there’d  be  a  lot  of  interest,”  he  said, 
in  learning  what  happens  to  ads,  particular¬ 
ly  for  specific  inserts  and  zones. 

It  could  provide  a  series  of  snapshots 
of  customer  behavior  over  time  and  across 
space.  Where  and  when  do  people  working 
in  a  given  location  buy  papers?  Do  they 
bring  them  home,  or  do  others  read  them 
later  in  other  locations?  Do  home  sub¬ 
scribers  carry  copies  to  work?  Do  work¬ 
place  subscribers  take  copies  home?  All 
sections,  or  some?  Only  on  some  days? 

“I  think  it  will  eventually  be  possible,” 
said  Dan  Lawrence,  a  materials  science 
engineer  at  work  on  RFIDs  for  packagers 
and  printers.  But  such  exter¬ 
nal  applications  face  “major 
hurdles,”  he  added,  citing  a 
current  read  range  of  “a  few 
inches  to  a  few  yards”  and  a 
need  to  get  the  cost  down. 

For  now,  RFID  is  emerging 
as  a  supply-chain  support 
technology.  Unlike  bar  codes, 
which  track  newsprint,  record  sales  and 
even  sort  plates  for  the  pressroom,  RFID 
eliminates  the  need  to  scan  each  item.  Ra¬ 
dio  tags  identify  and  may  briefly  describe 
objects  near  an  electronic  reader.  The  tech¬ 
nology  has  recently  developed  into  products 
thanks  to  shrinking  size  and  cost.  The  good 
news  for  newspapers  is  that  the  ordinarily 
adhesive  “tags”  probably  will  be  printable. 
Consisting  of  a  microcircuit  connected  to  a 


flat,  coiled  antenna,  they  are  powered  by  an 
electronic  reader’s  signal. 

Academic  and  commercial  heavyweights 
help  drive  development.  Massachusetts 
Institute  of  Technology’s  Auto-ID  Center  — 
a  partnership  of  universities  and  businesses 
—  is  working  on  standards,  specifications, 
and  software  for  an  Internet-based  system 
that  will  allow  computers  to  identify  any 

!  Micro¬ 
electronics 
may  be  built 
in  much  the 
same  way 
process  color 
is  created 
with  over¬ 
printed  inks 


object  anywhere.  On  the  trade  side,  Wal- 
Mart,  which  made  bar  codes  an  everyday 
tool,  and  the  U.S.  Defense  Department 
expect  suppliers  to  tag  their  goods  in  200.5. 

Longtime  London-based  technology 
leader  Associated  Newspapers  Ltd.  is  ex¬ 
ploring  RFID  applications,  but  its  technolo¬ 
gy  chief.  Associated  Mediabase  Managing 
Director  Allan  Marshall,  declined  to  elabo¬ 
rate,  citing  nondisclosure  agreements. 
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Similarly,  Lawrence  won’t  identify  his 
business’  clients,  saying  only,  “We  would 
be  interested  in  talking  to  any  or  all  news¬ 
paper  companies.”  The  technology  and 
commercialization  director  at  Flint  Ink’s 
newly  formed  Precisia  unit  said  antennas 
printed  with  conductive  inks  can  achieve 
the  range  of  stamped-copper  antennas. 

As  adoption  spreads  from  packaging  to 
publishing,  LawTence  sees  early  application 
in  promotions  —  tie-ins  to  advertisers,  say, 
for  discounting  —  and  in  logistics,  from 
suppliers  (it’s  been  tried  for  newsprint)  to 
distributors.  Outlets  able  to  read  tags  could, 
for  example,  automatically  communicate  to 
newspapers  a  need  to  replenish.  The  paper, 
in  turn,  would  “understand  what’s  getting 
bought  where,  when,”  said  Lawrence. 

According  to  Precisia,  tag  cost  may  fall 
from  50  cents  to  under  a  dime.  Using  spe¬ 
cial  inks,  newspapers  may  themselves  make 
part  or  all  of  an  RFID.  “I  think  therell  be  an 
evolution  toward  that,”  said  Lawrence.  “At 
the  very  lea.st,  youll  probably  have  to  dedi¬ 
cate  a  print  unit  to  apply  the  antenna  ink.” 
Alternatively,  a  paper  could  rely  on  a  post¬ 
press  printer.  “It  doesn’t  tie  up  the  main 
machine,”  he  .said,  “and  you  still  get  the  vol¬ 
ume  you  need”  for  a  given  portion  of  a  run. 
Precisia’s  research  center,  he  said,  vvill  ex¬ 
plore  RFIDs’  place  in  newspaper  workflow. 

Precisia’s  color  and  translucent  formulas 
may  provide  an  “ability  to...  have  some 
graphic  ftmction,”  I^wrence  added.  Anten¬ 
nas  are  printable  now,  but  circuit  printing 
is  “anywhere  from  two  to  10  years  out,”  he 
.said.  The  equivalent  of  a  chip,  he  explained, 
would  be  built  in  layers,  much  as  priKess 
color  is  created  from  several  inks. 

Silver-based  flexo  and  litho  inks  offer  up 
to  .several  yard.s’  range.  While  costlier  than 
carbon-based  inks  or  copper,  silver  is  cost- 
effectively  printed  and  (like  polymer-based 
circuits)  recyclable.  After  tests  on  slightly 
sturdier  stock,  Lawrence  .said  newsprint 
also  should  work.  Readers  for  close-range 
work,  he  said,  are  now  “approximately  the 
size  of  a  compact  flash  [memory]  card”  — 
roughly  the  area  of  a  postage-stamp.  In 
external  environments,  more-sensitive 
readers  might  piggyback  on  other,  existing 
infrastructures  —  public  transportation, 
say,  or  the  system  of  mobile-phone  cells. 

Besides  cost  tmd  range,  after-sale  track¬ 
ing  is  fraught  with  a  hot  issue:  Wherever 
RFIDs  may  be  publicly  read,  Lawrence 
said,  “privacy  is  first  and  foremost.”  Last 
month,  NCR  announced  a  “kill”  option 
for  its  RFID  retail  check-out  technology' 
which  deactivates  tags  after  purchase.  (1 
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Gaining  independence 


The  impending  partnership  bust-up  between  la  Opinion’ 
and  Tribune  reflects  strengths  of  old-line  Latino  newspapers 

Last  Thursday’s  announcement  that  the  Lozano 
family  wants  to  buy  back  the  50%  stake  Tribune  Co. 
owns  in  the  Los  Angeles  Spanish-language  daily 
La  Opinion  represents  the  end  of  an  era  for  Hispanic 
newspapers.  Typically  for  the  newspaper  industry, 
the  symbolic  ending  arrived  long  after  the  media  landscape 
had  changed  utterly. 

The  partnership  between  Lozano  Enterprises  and  Tribune  is 
an  inheritance  from  the  old  Times  Mirror  Co.,  which  the  Chicago 


media  giant  bought  three  years  ago.  More 
broadly,  though,  it  is  a  legacy  of  a  time 
when  marriages  of  convenience  between 
Latino  newspapers  and  big  chains  still 
made  sense. 

Back  then  —  a  decade  or  so  ago  —  the 
mostly  small,  family-owned  Spanish-lan¬ 
guage  and  bilingual  new'spapers  needcxl 
the  money  and  publishing  professionalism 
that  chains  possessed,  while  the  big  Anglo 
publishing  groups  realized  after  several 
stumbling  starts  in  the  unfamiliar  Hispan¬ 
ic  communiU’  that  they  needetl  the  entree 
I^atino  papers  could  provide. 

None  of  that  is  true  an.vmore. 

The.se  dav’s.  Latino  papers  as  a  w  hole 
re.semble  La  Opinion  far  more  than  the 
smudgv',  amateurish  sheets  you  can  still 
find  in  mostly  ignored  stacks  in  the  restau¬ 
rants  and  grocery  stores  of  neighborhoods 
like  Miami’s  Little  Havana  or  Chicago’s 
La  Villita.  Like  La  Opinion,  most  Hispanic 
newspapers  are  as  well-designed  and 
profe,ssionally  written  as  mainstream 
papers.  Increasingly,  Hispanic  publishers 
no  longer  rely  on  intuition  alone  to  grow' 
their  business,  but  augment  their  insights 
into  the  community  with  hard-nosed 
database  marketing. 


Perhaps  the  biggest  sea  change  for 
Latino  papers,  though,  is  their  independ¬ 
ent  access  to  capital.  Investors  are  increas¬ 
ingly  willing  to  sink  serious  money  in 
Hispanic  papers,  as  demonstrated  this 


summer  when  separate  venture  capital 
firms  acquired  el  diario/La  Prewsa,  the 
New  York  Cit\-  daily,  and  La  Roza,  the  big 
Chicago  weekly.  What’s  remarkable  about 
Lozano  choosing  the  big  global  firm  UBS 
Investment  Bank  as  its  refinancing  advisor 
for  the  buyout  of  Tribune’s  La  Opinion 
stake  is  how  unremarkable  it  is  these  dav-s. 

But  chains,  too,  have  changed.  While  it 
is  true  that  the  initial  forays  by  mainstream 
dailies  into  Spanish-language  papers,  or, 
more  frequently,  weekly  in-paper  sections, 
were  mostly  unsuccessful  back  in  the 


1980s,  chain  publishers  more  recently  are 
doing  very  well.  Tribune’s  Hoy,  launched 
four  years  ago  from  its  Newsday  property, 
has  soared  to  a  circulation  of  91,156, 
becoming  the  second-biggest  Spanish- 
language  daily  in  the  nation.  For  Knight 
Ridder  in  Miami,  the  second  shot  at  a 
Spanish-language  daily  proved  a  winner: 
The  separately  sold  El  Nuevo  Herald  is 
the  fastest-growing  daily  in  the  chain. 

These  successes  have  emboldened 
groups  to  accelerate  their  targeting  of 
Latino  readers.  Consider  how  many  Span¬ 
ish-language  papers  mainstream  papers 
have  launched  or  announced  just  since 
Labor  Day:  Belo  Corp.  rolled  out  a  daily  in 
Dallas  and  in  the  Coachella  Valley  around 
Palm  Springs,  Calif,  and  Freedom  Com¬ 
munications  started  a  weekly  out  of  its 
Odessa  American.  Knight  Ridder 

expanded  La  Estrella  in  Fort  Worth,  Texas, 
to  daily  publication.  Tribune  started  the 
Chicago  edition  of  Hoy,  and  a  few  w'eeks 
later  announced  a  Sunday  TMC  product 
is  coming  in  November. 

The  reason  for  the  break-up  of  the 
Lozanos  and  their  Chicago  corporate 
partner  is  obvious,  although  unstated  by 
either  side:  Tribune  w-ill  sooner  or  later  — 
and  bet  on  sooner  —  launch  from  its 
Los  Angeles  Times  property  an  LJY 
edition  of  Hoy  that  will  compete  directly 
with  La  Opinion. 

But  La  Opinion  discovered  even  before 
Tribune  came  along  that  the  benefits  of 
partnering  with  a  chain  can  be  less  than 
meets  the  eye.  Back  in  the 
late  1990s,  Times  Mirror 
Co.  was  desperate  to  pump 
the  Times'  circulation  back 
up  to  previous  levels,  and 
La  Opinion  was  eager 
to  take  advantage  of  the 
other  newspaper’s  distribu¬ 
tion  e.xpertise.  The  dailies 
agreed  to  sell  their  papers 
together  for  one  price.  The 
arrangement  turned  out  to  be  a  good  deal 
for  the  Times,  which  saw  its  circulation 
numbers  move  up  rapidly,  but  problematic 
for  La  Opinion.  Circulation  of  the  Spanish- 
language  daily  p)erked  up  a  bit,  but  the 
logistics  of  distributing  the  much-fatter 
Times  overwhelmed  La  Opinion.  There 
was  no  so  significant  bottom-line  payoff. 

By  2001,  La  Opinion's  family  managers 
decided  they  were  better  off  without  Times 
Mirror’s  help  —  just  as  they  calculate  now 
that  their  best  bet  for  the  future  is 
independence  from  Tribune.  II 
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Ethics  Comer 


When  quotes  are  questioned,  editors  should  play  the  tapes 


IN  York  Magazine  article  published  in  August, 

New  York  Giants  all-pro  tight  end  Jeremy  Shockey 
allegedly  called  Dallas  Cowboys  Coach  Bill  Parcells  a 
“homo.”  When  the  media  gang-tackled  Shockey  after¬ 
ward,  he  shouted  that  he  was  misquoted  and  claimed  that 
New  York  contributing  editor  Chris  Smith,  who  authored  the  arti¬ 
cle,  was  simply  trying  to  hype  the  interview. 

Smith  responded  by  disclosing  he  had  kept  an  audio  tape  of  their 
conversation  that  proved  Shockey  was  quoted  accurately  and  in 
context,  and  the  magazine  announced  it  would  stand  by  its  story. 

But  that  didn’t  stop  Shockey.  He  con-  public  that  football  players  and  politicians 
tinned  to  hold  press  conferences  painting  be  held  accountable  for  what  they  do  or 
himself  as  the  target  of  a  vicious  media  say.  Especially  in  this  case,  when  there 
conspiracy.  appears  to  be  a  tape  of  the  interview. 

“What  I  said  is  something  that  was  But  Neu;  York  won’t  budge.  “We  don’t 

misquoted,”  Shockey  told  reporters  last  release  tapes  or  notes  of  interviews  or  the 

month  when  Parcells  brought  his  Dallas  names  of  sources,”  said  Caroline  Miller, 


to  sit  dow  n  with  me  and  my  editor  and 
play  the  audio  tape  for  him,”  Steele  said. 
“If  there  is  some  legal  concern,  then 
perhaps  they  ought  to  post  a  transcript 
of  the  interview  on  their  Web  site.” 

No  one  I  spoke  to  thought  New  York 
would  be  guilty  of  any  ethical  breaches 
by  giving  up  the  audio  tape. 

“Producing  the  tape  would  establish 
the  truthfulness  of  the  report,”  said  Brj'ce 
Nelson,  a  former  Los  Angeles  Times 
reporter  and  a  professor  of  journalism 
at  the  University  of  Southern  California’s 
Annenberg  School  for  Communication. 

Paul  Janesch,  a  media  critic  for  The 
Hartford  Courant  and  former  executive 
editor  of  The  Courier-Journal  in 
Ixjuisville,  Ky.,  w  as  just  as  confused  by 
the  magazine’s  position.  “We’re  not  talk¬ 
ing  about  a  secret  recording  here,” 
Janesch  said. 

Perhaps  the  most  interesting  reaction 
came  from  Pat  Hanlon,  director  of  public 
relations  for  the  New  York  Giants. 

“Jeremy  said  he  was  misquoted  but 
what  he  meant  was  that  he  was  misinter¬ 
preted,"  said  Hanlon.  “They  both  mean 
the  same  to  him.  He  might  have  used 
the  word  ‘homo,’  but  he  w'as  referring 
to  someone  else  who  was  in  the  room 
with  them.” 

New  York's  Smith  said  that  explanation 


team  to  East  Rutherford,  N.J. 
to  play  a  nationally  televised, 
Monday-night  game  against 
the  Giants.  “It’s  something 
that  got  turned  around,”  he 
added.  “If  they  want  to  sell 
their  papers  and  make  their 
quote-of-the-month,  they’re 
going  to  do  it  no  matter 
what  you  say.” 

Shockey  may  not  know  the 
difference  between  a  magazine 
and  a  newspaper,  but  he  understands  that 
making  himself  a  Victim  Of  The  Media 
w'orks  well  with  the  masses  (witness 
Arnold  Schwarzenegger’s  complaints 
about  all  those  alleged-groping  stories). 

Parcells,  a  former  coach  of  both  the 
Giants  and  the  New  York  Jets,  has 
publicly  forgiven  Shockey  for  what  he 
might  —  or  might  not  —  have  said. 

However,  that  is  no  reason  to  let 
Shockey  get  away  with  anything.  It  is  in 
the  best  interests  of  journalism  and  the 


Neu'  York's  editor-in-chief, 
during  a  telephone  interview. 
“It  is  fairly  common  for  people 
who  say  things  they’re  made 
to  regret  to  trv'  and  explain  it 
away.  We  don’t  think  our 
credibility  w'as  undermined.” 

Miller  said  she  listened  to 
the  tape  and  it  supported  the 
story.  So  why  not  make  the 
tape  public?  “We’re  taking  an 
ethical  position,”  she  replied. 

It’s  a  principled  stance,  but  one  that 
few  will  agree  with. 

“If  a  person  being  taped  knows  he  is 
being  taped,  there  is  no  problem  making 
it  public,”  said  Lucy  Dalglish,  executive 
director  of  the  Reporters  Committee  for 
Freedom  of  the  Press.  “If  you’ve  been 
called  a  liar,  you  play  back  the  tape.” 

Robert  Steele,  director  of  the  Journal¬ 
ism  Ethics  Program  at  the  Poynter  Insti¬ 
tute,  had  the  same  reaction.  “If  somebody 
challenged  me,  I  would  invite  that  person 


is  bogus.  “There  w  ere  only  two  of  us  in 
the  room,”  he  noted.  “I  didn’t  misquote 
or  misinterpret  anUhing  he  said.  I  can 
understand  why  he  might  be  embarrassed 
and  a  bit  confused,  but  he  didn’t  give  out 
a  lot  of  interviews  last  summer.  The 
circumstances  of  the  interview  were 
as  1  described  them  in  my  story.” 

Smith  said  that  every  quote  in  his  piece 
can  be  substantiated  by  the  audio  tape. 
However,  he  is  comfortable  with  New 
York's  decision  to  keep  it  to  themselves. 
“It’s  their  policy,”  he  said. 

This  is  one  case  where  that  policy 
ought  to  be  changed.  In  recent  years  j(Kks 
and  jerks,  both  in  politics  and  in  sports, 
have  learned  to  lie  their  way  through  their 
most  embarrassing  verbal  moments. 

It’s  best  to  paraphrase  New  York  City 
sportscaster  Warner  Wolf  by  saying,  let’s 
go  to  the  tape. 

Otherwise,  the  public,  and  even  some 
journalists,  might  be  inclined  to  believe 
Shockey  was  misquoted.  II 
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Who  will  Adweek  name 
as  the  25  most  influential 
people  in  this  business? 


,  Adweek’s  25th  Anniversary  issue  will  be  a  state-of-the-industry  address,  analyzing 
the  issues  and  people  who  are  affecting  the  course  of  advertising  and  marketing 
communications  today. 

Will  your  ad  be  here?  In  honor  of  our  anniversary,  we’ve  rolled  back  ad  prices  25%. 
So,  get  in  before  our  closing  of  November  4th! 

Contact  Wright  Ferguson,  Publisher  at  646-654-5105,  wferguson@adweek.com 


Adweek’s  25th  Anniversary  Issue,  November  1 7,  featuring 
the  25  most  influential  communicators  in  the  business. 


Th6  AsSOCiatod  Pross  2003  Gramling  Award  Winners 


Celebrating  AP  People 


JOURNALISM  AWARDS 

Jerome  Delay,  a  Paris-based  photographer  who  was  one  of 
the  few  Western  journalists  to  stay  in  Baghdad  during  the  war,  for 
providing  a  compelling  multimedia  look  at  life  and  death  in  Iraq. 

Ross  Simpson,  Washington  Broadcast  reporter,  the  first  AP  staffer 
to  report  from  a  military  unit  inside  Iraq,  for  embodying  AP's  21st- 
century  trend  toward  "convergence"  with  his  audio,  video  and 
print  reporting. 


ACHIEVEMENT  AWARDS 

Fong  Lien,  a  technical  service  manager  in  Los  Angeles,  for 
creating  a  photo  workstation,  affectionately  nicknamed  the 
"FongMinder,"  that  allows  comprehensive  photo  coverage  of 
special  events  such  as  the  Oscars,  World  Series  and  NBA  playoffs. 

David  Pace,  lead  elections  analyst  in  Washington,  D.C.,  who 
created  a  Web-based  projections  tool  that  helped  AP  make  swift, 
accurate  calls  in  all  50  states  in  the  2002  U.S.  elections. 


SPIRIT  AWARDS 

Sergio  Carrasco,  correspondent  in  Santiago,  Chile,  for  being  a 
standard  bearer  for  AP  in  Latin  America  for  50  years  and  a  mentor 
for  generations  of  reporters  who  call  him  "Maestro." 

Edith  Lederer,  United  Nations  correspondent,  for  her  body  of  work 
covering  the  hot  spots  of  the  world  for  more  than  three  decades. 

SCHOLARSHIP  AWARD 

Guthrie  Collin,  a  systems  manager  in  MegaSports,  who  is  using 
his  award  to  continue  his  computer  engineering  courses. 

Lauren  Prayer,  a  newswoman  in  Washington  Broadcast,  who  will 
take  advanced  Arabic  courses  and  earn  credit  toward  a  master's 
degree  in  Arab  Studies. 

Christine  Tash,  corporate  design  manager,  who  is  using  this  award 
for  a  master  of  arts  in  media  studies. 


The  Gramling  Awards  program,  now  in  its  tenth  year,  honors  Associated 
Press  staffers  for  excellence.  The  awards  are  made  possible  by  a  bequest 
from  the  late  AP  newsman  and  executive  Oliver  S.  Gramling,  who  died  in 
1992  at  age  87. 


Associated  Press 

www.ap.org 


